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Make it easy for young America 
to buy... With cartons 


In ever-growing numbers, young hands reach out for soft 
drinks. Meet them halfway with Bottle Master, the carton proved 


by billions of sales. Note these famous features: 


100% Virgin Kraft. Makes more round trips. 
Fights wear and water. Strongest, safest, toughest. 


Plastic Coated. For added durability and sparkle. 
Looks fresher longer. Eye-catching colors can’t fade. 


Better Built. Welded full-length, four-ply handle 
means extra strength and safety. Stacks well for 
brilliant display. 


Gottle Naste,: 


Favorite 


America’s Overwhelming 


ATLANTA PAPER COMPANY 


Makers of a-pac-o Action Packages 


Atlanta 2, Georgia 
e 


AUSTIN * BOSTON * CHICAGO * DENVER * INDIANAPOLIS « LOS ANGELES 


NEW YORK * RICHMOND « ST. LOUIS * ST. PAUL * 


SALT LAKE CITY 


In Canada PACKAGEMASTER, Ltd., Toronto 


Ag 


9. 





Cy’ 


a 






\/ 


A) 






x A / 





CARRY-HOME 


AOU) 





a 







° 


a 






Iu this Tesue 








WM 1 EVERY cause there is an effect, with most 
effects there are changes. When some years ago 
the idea of adapting automatic vending to bever- 
ages pervaded the industry, a whole new concept 
of distribution sprang into being, and many new 
markets were opened up for full exploitation. 
The degree of success can be measured in many 
ways, not the least of which is the fact that 
over a half million machines are now in use, 
most of them sold, leased or rented by bottlers. 
In this issue, we take another analytical look at 
the whole subject of automatic merchandising 
by bottlers, with special emphasis on the efficient 
machines currently available and the activities 
of the national association which services the 
field. 


For the second month in succession, we pub- 
lish an article about Philadelphia—scene of the 
national Convention and Exposition next month. 
The program for the big gathering is complete 
except for minor details. In outlining the 
agenda, listing the exhibitors, and noting the 
features of the Convention-Exposition, we do so 
in the hope that it will encourage our readers 
to plan personal attendance at the national gath- 
ering. There is much to be gained by personal 
contact with the men, machines and methods 
which comprise our great industry. 


The Beverage Price Map is a regular monthly 
feature, but we call special attention to it be- 
cause of the big changes which have occurred 
in the areas tenaciously hanging on to pre-war 
prices. 

Beverage bottling is essentially a matter of 
handling units—bottles, cases and packaged sup- 
plies. This makes materials handling a subject 
of major importance, because of its heavy con- 
tribution to costs. In this issue, there is the first 
section of a three part article on modern mate- 
rials handling methods, fully illustrated, which 
in non-technical but factual manner provides a 
working tool for the evaluation of plant needs, 
and methods applications. 


Everything has its season, and State conven- 
tions are no exception. The first in the current 
series is reported and pictured in this issue. The 
problems are familiar, the solutions seem a little 


closer. 
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Coke To Try New Size Bottles; 
Big Splits and Quarts To Be Field-Tested 


After more than 60 years in a 6-o0z. bottle, Coca- 


Cola will soon be available in at least two larger 
bottles. H. B. Nicholson, President of the Coca-Cola 
Company, stated on September 28 that the com- 
pany plans to conduct at an early date a series of 
experimental operations dealing with the so-called 
family size package as well as intermediate sizes. 

While the cities have not yet been definitely 
chosen, it is planned to select markets in the East, 
Middle West, and on the Pacific Coast. The experi- 
ments will be confined, however, to plants owned 
by subsidiaries of the Coca-Cola Company. 

The exact sizes to be tested in the various cities 


have not yet been determined. 

Mr. Nicholson further stated that the company 
for many years has been engaged in comprehensive 
studies of buying habits in the soft drink field. 
Over a long period, these studies have revealed in 
other segments of the industry an uneven and un- 
certain history for many sizes and types of con- 
tainers, while the standard “Coke” size has enjoyed 
a steady forward trend. Forthcoming market tests 
on Coca-Cola will seek to confirm present market 
research indications that in addition to the standard 
package there is a sound and substantial demand 
for Coke in other size packages. 





Compensation Rates Hiked; 
Ohio Bottlers Seek Reasons 


Because another rate increase has been announced 
by the Industrial Commission of Ohio with regard 
to Workmen’s Compensation rates, the State asso- 
ciation is seeking to determine the factors which 
led the Commission to raise the rates, since no 
official explanation of the hike was given. It is pre- 
sumed that they were occasioned by increased med- 
ical and hospital costs, but some of the State’s bot- 
tlers believe the rate boost was the result of in- 
creased payments made under Section 80B of the 
Industrial Accident Law. This provides for deter- 
mination of permanent partial disability, which 
in the past has resulted, in many instances, in lump 
sum payments running into thousands of dollars. 

The new rate, effective July 1, is $1.60 as con- 
trasted with the old rate of $1.40 or an increase 
of 18 per cent. The average increase for all indus- 
try throughout Ohio was only 10 per cent. The 
association is currently making a survey among 
its members and trying to pinpoint the reasons 


for the increase. 





Bottler Wins Injunction Against Union 

In the first case of its kind to test the California 
jurisdictional strike statute, The Seven-Up Bot- 
tling Company of Los Angeles has been awarded 
a permanent injunction against the AFL Team- 
sters Union and $4,000 in damages and all court 
costs, estimated at $11,000. The unanimous court 
decision culminated some five years of litigation 
carried up and through the Supreme Court of 
California. The decision was based on testimony 
given during a nine-week trial last autumn. 

The litigation was instituted after the Teamsters 
Union began picketing and boycotting Seven-Up 
at food markets and other places where the prod- 
uct was sold. This followed the union’s unsuccess- 
ful attempt to organize the plant’s employees and 
replace the Seven-Up employees’ own association, 
an independent union, which has since affiliated 


with the National Independent Union Council. 


On the Can Front 


The Cotton Club Bottling Co., Cleveland, Ohio, 
has started operations in its soft drink canning 
plant, with sales being administered by W. H. Cahn. 
This is Miller-Becker’s venture into the canned 
soft drink field. 


The Can-A-Pop Company of Sheridan, Wyoming, 
which in these columns last month was reported 
seeking to move its plant to the vicinity of Denver, 
Colorado, has not yet found suitable facilities. There 
is no indication when, if or where operations will 
be resumed. In the meantime, the franchised plant 
at Stockton, California, is reported operating its 
line on a one day a week basis. 


Retail price cutting on canned soft drinks is 
prevalent in many sections of the country. At Sa- 
vannah, Georgia, two independent super markets 
decided to sell the canned product, made up an 
order between them and sold C&C at 2 for 19c. 
Where-upon another supermarket the “Bargain 
Corner” also got some and moved the price down. 
In hardly any time at all C&C in the 12 ounce size 
was selling for 5c a can. Bargain prices were re- 
ported in such localities as New Brunswick, New 
Jersey, Philadelphia, Los Angeles and Chicago. 





This is the remaining stock at Konter’s Super Market, 
Savannah, Ga., prominently price-tagged at 4/25c. Said 
Konter: “At this price, the cans are moving nicely, but 
we cannot replace them at the same price.” 









Citrus Products Co., Chicago, has arranged with 
the Thornton Canning Company, Thornton, Cali- 
fornia to can Kist and is asking its bottlers to act 
as distributors of the canned product. 











Hurricanes Wreak Havoc 

Two hurricanes, the second, “Edna”, the most 
widely publicized one in history, spread destruction 
and damage across a wide area in New York and 
New England states during September. The opera- 
tions of many bottling plants were not only cur- 
tailed but stopped by the big blows, and extensive 
damage was reported by bottlers in Rhode Island, 
Connecticut and Massachusetts. Retail stores flooded 
out returned hundreds of cases because labels had 
been washed from the packages. Damages ranged 
from stalled trucks to severe crippling of several 
bottling plants and in all cases, distribution and 
sales came to a complete stop for several days. 

The big winds, coming about ten days apart, 
pointed up the need for adequate insurance to cover 
these and other natural disasters. 


Combine of New York Coke and 
Seven-Up Vigorously Denied 


A tempest in a tea pot, and that without founda- 
tion, was dreamed up by several columnists for New 
York newspapers when they published reports to 
the effect that negotiations were underway for the 
acquisition of the Manhattan and Bronx franchise 
rights for Seven Up (owned by Seven-Up of New 
Rochelle, N. Y.) by the New York Coca-Cola Bot- 
tling Company. Both companies have flatly denied 
that any such negotiations were under way or even 
being considered. “No such proposition has been 
advanced by either side’ said a Coke official. “It’s 
just a rumor that has no foundation in fact.” Said 
the Seven-Up people: “It’s a complete surprise to 





CANADA DRY INTRODUCES NEW 8 OZ. BOTTLE 
Canada Dry’s new 8-oz. flavor bottle looks big, invites 
the hand, and is proving highly successful, the company 
reports, since its introduction several months ago. Bottle 
and companion carton, designed by Raymond Loewy 
Associates, are being adopted by Canada Dry bottlers 
to replace 10-oz. and 7-oz. glass previously used. It is the 
company’s first departure from conventional package 
design. 











STATE CONVENTION SCHEDULE 


STATE | CITY HOTEL DATES DAYS 
Pennsylvania Pocono Manor Pocono Manor Sept. 10-11-12, °54 Fri.-Sat.-Sun. 
Michigan Houghton Hotel Douglass Sept. 20-21-22 na cal 

ed. 
South Carolina Charleston Fort Sumter Oct. 7-8 Thurs.-Fri. 
Tennessee Nashville Hermitage Hotel Oct. 17-18 Sun.-Mon. 
Connecticut Hartford Hotel Bond Oct. 18 Mon. 
Florida Tampa Tampa Terrace Oct. 17-18 Sun.-Mon. 
North Carolina (M.S. Stockholm) Bermuda Cruise Oct. 23-28 Sat.-Thurs. 
A.B.C.B. CONVENTION-EXPOSITION, PHILA., PENNA. Nov. 15-18 Mon.-Thurs. 
Virginia Old Point Comfort Hotel Chamberlin Nov. 28-30 Sun.-Tues. 
Georgia Augusta Bon Air Hotel Dec. 5-6 Sun.-Mon. 
Missouri Kansas City Dec. 5-6-7 Sun.-Tues. 
Kansas Hutchinson Baker Hotel Dec. 12-13-14 Sun.-Tues. 
New Jersey Asbury Park Berkeley-Carteret Jan. 7-8, 1955 Fri.-Sat. 
Massachusetts Boston Statler Hotel Jan. 10-11 Mon.-Tues. 
New Mexico Albuquerque Alvarado Hotel Jan. 10-11 Mon.-Tues. 
Arizona Jan. 13-14 Thurs.-Fri. 
Wyoming Cheyenne Plains Hotel Jan. 22 Sat. 
Colorado Colorado Broadmoor Hotel Jan. 23-24 Sun.-Mon. 
Springs 
Mississippi Jan. 30-31 Sun.-Mon. 
Texas Dallas Adolphus Hotel Feb. 6-7-8 Sun.-Tues. 
Alabama Birmingham Tutwiler Hotel Feb. 7-8 Mon.-Tues. 
Calif.-Nevada Los Angeles Biltmore Hotel Feb. 7-8 Mon.-Tues. 
Wisconsin Milwaukee Hotel Schroeder Feb. 7-8-9 Mon.-Wed. 
Oregon Portland Feb. 11-12 Fri.-Sat. 
Oklahoma Tulsa Mayo Hotel Feb. 13-14 Sun.-Mon. 
Washington Yakima Chinook Hotel Feb. 13-14-15 Sun.-Tues. 
Montana Great Falls Feb. 18-19 Fri.-Sat. 
Tri-State 
(Utah-Ida-Wyo) Feb. 21-22 Mon.-Tues. 
Louisiana New Orleans Roosevelt Hotel Mar. 6-7-8 Sun.-Tues. 
Michigan Detroit Leland Hotel Mar. 7-8-9 Mon.-Tues.- 
Wed. 
Indiana Indianapolis Lincoln Hotel Mar. 14-15 Mon.-Tues. 
Arkansas Little Rock Hotel Lafayette Mar. 20-21-22 Sun.-Mon.-Tues. 
West Virginia White Sulphur Greenbriar Hotel Mar. 20-22 Sun.-Tues. 
Springs 
New York Syracuse Hotel Syracuse Mar. 27 28-29 Sun.-Tues. 
Maryland Baltimore Emerson Hotel April 2 Sat. 
Minnesota St. Paul Hotel Lowry April 18-19 Mon.-Tues. 
North Dakota Dickinson Ray Hotel April 21-22 Thurs.-Fri. 
lowa Des Moines Savery Hotel May 1-2-3 Sun.-Tues. 
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Food Handling Labor Cost Up 18°, | 


An authoritative food industry trade paper re- 
ports that every food item purchased in a grocery 
higher 
labor cost than in 1951. To deliver these products 


story today reflects approximately 18.3% 


costs about 80% more than in 1946. The magazine 
commented that there is little room for excessive 
profits in the keenly competitive grocery store com- 
petition and no profiteering among large food man- 
ufacturers either as shown by the net earnings of 12 
manufacturers recently compared which revealed 
that in 10 cases earnings were down compared to 
1948. This is one of the conditions which has 
fostered the growth of the self-service movement. 


Hurry Back? 


Taking his departure from J. J. Harrison, Jr. of 


Hycee Bottling Company, Macon, Georgia, N.G.G. 
Field Editor, Bert Dale said: “Well I hope to find 
you all at 96c next time I get to aMcon.” 

“Gosh” responded Mr. Harrison. “Don’t stay 
away that long.” 


Grapette Co. To Franchise 
Buffalo Rock 

Franchising of Buffalo Rock is reported to have 
been placed in the hands of the Grapette Company, 
Camden, Arkansas. The report is unconfirmed... . 
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Talk of the Trade 

i uy 7 Changes in N.L.R.B. Rules 
NO RETURN aa On the terrace... Cun Your Docienit Finite 

i FG — —_ ee Editorial 


“Robot” Selling 


Progress and Problems of 
Soft Drink Vending 


Vendors At The N.A.M.A. Show 
What Is Good Vending Maintenance? 
Keystone Bottlers Confer 


Modern Pepsi Cola Plant Opened 
in Toronto 


Modern Materials Handling 
Show and Meeting All Set 


as ™ Letter to the Editor 
Duraglas ONE-WAY Beverage Bottles — 
product of Owens-Illinois engineering and research. 


...beverages belong in GLASS! 


NuGrape Promotion Aimed at Bottiers, 


Routemen and Customers 





Beverage Price Map 


Glass is the ideal package for beverages 
... and the ideal convenience package 
is the Duraglas One-Way Bottle. 


Why? Glass shows off the sparkling 
color of your beverage . . . gives abso- 
lute flavor protection whether shelf- 
time is days or months. And glass com- 


bines package convenience with maxi- 
mum packaging economy. 


Wherever and whenever folks open 
a Duraglas bottle, your beverage is 
just as fresh and tasty as the day you 
bottled it. And when people drink 
from glass they taste the beverage . . 


never the container because glass has 
no flavor. 


Duraglas OnE-Way beverage bottles 
give your beverage all the advantages 
of glass, plus the convenience of a one- 
way, no-deposit package . . . yet cost 
less than metal containers. 


“Compacting” the Canning Line 


Camera Highlights 
Names in the News Brochures and 


What's New 70 Catalogs 


Canadian Column 


80 


Owens-ILLINOoIS 


GENERAL OFFICES «+ TOLEDO 1, OHIO 


DURAGLAS CONTAINERS 
AN () PRODUCT 


Maintenance 63 Classified Advertising 82 
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7 Changes in 
N.L.R.B. Rules 


7 ue National Labor Relations 
Board has announced seven changes 
in its standards for determining 
whether the Board will take juris- 
diction of a case. The Board’s 
earlier standards were adopted in 
October, 1950. 

The Board announced that the 
seven changes in jurisdictional 
standards were to take place imme- 
diately, and that the new stan- 
dards will be applied to pending 
cases as well as those filed subse- 
quently. Also announced by the 
Board was that other aspects of 
the 1950 plan for asserting juris- 
diction are under study with a view 
to possible revision of policy in the 
future. 

The seven changes in the Board’s 
standards for determining whether 
it will take jurisdiction are: 

A. The Board increased the 
amount of direct outflow of inter- 
state business required to bring a 
company under its jurisdiction, 
from $25,000 a year to $50,000 a 
year. 

B. The: Board increased’ the 
amount of goods or services that 
must be supplied to interstate com- 
panies to bring the supplier under 
the Board’s jurisdiction, from $50,- 
000 a year to $100,000 a year. 

C. The Board established a re- 
quirement that the goods supplied 
by firms under paragraph B above 
ultimately go outside the state or 
the services supplied be part of the 
stream of interstate commerce. 
(There was no such requirement in 
the former standards. ) 

D. The Board established a re- 
quirement that intra-state trucking 
companies and similar firms which 
are “links in interstate commerce” 
do at least $100,000 a year business 
for other interstate firms in order 
to come under Board jurisdiction. 
(The former standards did not con- 
tain any dollar criterion in this 
category. ) 

E. Jurisdiction will not be exer- 
cised over general or public office 
buildings merely because they have 





ACM-GAIR Features: 


SPECIAL ACM-GAIR PAPER- 
BOARD IS SIZED TO REPEL 
MOISTURE 


END PANELS ARE HIGH FOR 
EASY AUTOMATIC UNLOAD- 
ING 


SCCRES ARE PREBROKEN 
BEFORE GLUING FOR EASIE 
SET UP 


THE ACM-GAIR STYLE HANDLE 
HOLDS! ~ 


BRIGHTER SURFACE AND 
ACM-GAIR “PRECISIONED 
PRINTING" GIVE RICH COLOR 
AND SPARKLING BEAUTY 


EASY LOADING AND GREATER 
IN-TRANSIT BOTTLE PROTEC- 
TICN THROUGH DROP CENTER 
PARTITION AND PEPSI-COLA 
SPECIFICATIONS 


How to Step Up the Selling Power of Your Peoduct 


ACM-GAIR Carriers HELP YOU SELL! They are so success- 
ful in stepping up sales that, today, millions of these better- 
looking, longer-lasting ACM-GAIR Carriers are specified by 
aggressive bottlers from coast-to-coast. 


Take the time to check the features listed here. See why these 


Since 1864 Carriers mean so much to bottlers and their trade. Dealers 
are quick to recognize the added attraction . . the greater 
brilliance and beauty of the Carriers we make. ACM-GAIR 


Carriers will help you get preferred display positions! 


Tougher, smoother-surfaced, moisture-repellent ACM-GAIR 

Carrierboard is made in our own mills to the most exacting 

specifications. Every detail of manufacture and printing is con- 

trolled. It’s this UNIFORM excellence that counts! . . a precise 

PRECISIONED quality developed and perfected 

\ : through 90 years of ‘“Precisioned 
Packaging Packaging Service’. 

4 Join the growing group of weil 

Service pleased Carrier customers served 

by ACM-GAIR. Tell us about your 

needs. Our capable staff will be 

quick tolend youevery possible aid. 
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AMERICAN COATING MILLS DIVISION @ ROBERT GAIR COMPANY, INC. 
228 North La dalle Sireet, Chicago 1, Tt. 


A SCIENTIFIC, SPECIALIZED, FULLY INTEGRATED PAPERBOARD, FOLDING CARTON, CARRIER AND SHIPPING CONTAINER SERVICE, SALES OFFICES 
IN PRINCIPAL CITIES OF U. S. AND CANADA. MILLS & PLANTS: CAMBRIDGE, MASS. e CHICAGO, ILL. ¢ CLEVELAND, OHIO e ELKHART, IND. e 
GRAND RAPIDS, MICH. @ HAVERHILL, MASS. @ HOLYOKE, MASS. @ LOS ANGELES, CALIF. @ MARTINSVILLE, VA. @ MIDDLETO*%“N, OHIO 
@ NATICK, MASS. e NEW LONDON, CONN. @ NORTH TONAWANDA, N. Y. @ PHILADELPHIA, PA. @ PIERMONT, N. Y. @ PORTLAND, CONN. © PORT 
WENTWORTH, GA. @ RICHMOND, VA. @ SYRACUSE, N.Y. @ TETERBORO, N.J. @ TONAWANDA,N.Y. @ IN CANADA: CAMPBELLFORD, 
ONT. @ EDMONTON, ALBERTA @ FRANKFORD, ONT. @ LONDON, ONT. @ MONTREAL, QUE. @ TORONTO, ONT. @ WINNIPEG, MAN. 


FROM COAST-TO-COAST...IF IT’S PAPERBOARD, CARTONS, CARRIERS 
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tenants over which the Board exer- 
cises jurisdiction. 

F. A franchise from a national 
enterprise will not be sufficient in 
and of itself to bring a company 
under the Board’s jurisdiction. 

G. The Board abolished’ the 
‘combination category’: Jurisdic- 
tion will not be determined by com- 
bining the percentages which a 
company has in each of the dollar- 
volume categories. 

Among the various standards 
which the Board thus far follows 
in asserting jurisdiction within the 
48 states, after July 1 amendments, 
are: 

1. Instrumentalities and chan- 
nels of commerce, interstate or for- 
eign, except that: Jurisdiction will 
be exercised over intrastate truck- 
ing companies and similar firms 
which are links in interstate com- 
merce if they do at least $100,000 
worth of business annually for 
other concerns in categories 1, 2, 
or 4. 

2. Public utilities and _ transit 
systems. 

3. Establishments operating as 
an integral part of a multi-state 
enterprise except that: Jurisdic- 


tion will not be exercised over an 


establishment solely because it is 
operating under a franchise from 
a national enterprise. Jurisdiction 
will be exercised over franchised 
establishments only if they satisfy 
some other standard in the plan. 

4. Enterprises producing or 
handling goods destined for out- 
of-state shipment or performing 
services outside the state in which 
the firm is located, where such 
goods or services are valued at $50,- 
000 a year. (Formerly $25,000 a 
year.) 

5. Enterprises furnishing goods 
or services of $100,000 a year or 
more (formerly $50,000) to con- 
cerns in categories 1, 2, or 4, except 
that: 

(a) Jurisdiction will not be ex- 
ercised over enterprises supplying 
materials or furnishing services to 
other firms which do interstate 
business unless the materials them- 
selves ultimately go outside the 
state or unless the services are part 


of the stream of commerce. 











EVANS 


Automatic Heating Unit 


gives you an 
“All-American Performance,’’ too! 


- _ ...and here’s why: 








| @ Saves 50% and more on fuel costs over former 
4 methods, and gives youa cleaner, more attractive plant. 


@ Saves high maintenance cost and valuable space. It 
% is completely automatic. Just light it and forget it. 


@ Saves time, saves labor, saves trouble, saves insur- 


G.C. EVANS 


[] Have an 


Bottles 


poster eee == Mail This Coupon 

'  G. C, EVANS SALES COMPANY 

i LITTLE ROCK, ARKANSAS 

a Without obligation on my part: [] Mail literature or 
! Evans representative call on me in the near future. 

| 

' Make of Number of 

' Washer Compartments Wide 
: NAME 

| ADDRESS 

i 

i 

i 


ance! The most modern, efficient, foolproof way to heat 
bottle washer solution. 


Saves 
Operating 
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SALES AND 
MANUFACTURING 





Costs 


Send For Our Booklet 
“THE CALORIFIC IS TERRIFIC" 
and Names of Users Near You 


co. 
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FACTORY & SALES OFFICE IN LITTLE ROCK, ARKANSAS 


The New Tax Law Enables You To 


Cut Your 
Personal Taxes 


I vs still too early to predict the full effect of the 
1954 Revenue Code. However, its impact will un- 
doubtedly parallel that of other monumental forces 
unleashed in this atomic age. In short, the new 
law has shaken up our Federal tax structure con- 
siderably. 


Generally, the new provisions are retroactive in 
effect and, hence, apply to the calendar year 1954. 
Accordingly, it might be necessary, in some cases, 
to revise present tax policies in order to avoid run- 
ning afoul of these provisions as well as to take ad- 
vantage of newly offered benefits. 


The changes in the law, over 3,000 in number, 
will affect personal as well as business income taxes. 
Presumably, as a result of periodic audits performed 
by their certified public accountants, most bottlers 
will receive timely advice on the new law in regard 
to changes affecting business affairs. However, it 
is also important for bottlers to become equally 


‘familiar with the newly created avenues of per- 


sonal tax savings long before filing their individual 
returns. For at that time it may be too late to take 
full advantage of the new opportunities. Therefore, 
this article (first of a series on the new law) is 
intended to alert bottlers to a number of these tax 
benefit provisions which may require special or im- 
mediate action in order to realize maximum sav- 
ings. 
Broadening of Dependency Tests 

Relaxation of $600 Limit—Previously, no ex- 
emption could be claimed for dependents having 
$600 or more of gross income. Under the new law, 
however, children, under 19 or who if over 19 are 
full-time students at a regular school or college 
for at least five months of the year, can earn over 
$600 without losing their dependency status. In 








This article is part of a series on the subject of 
tax savings for bottlers of soft drinks, prepared 
by David C. Anchin, C.P.A., and Julian S. H. 
Weiner. Mr. Anchin is a partner of the firm of 
Anchin, Block & Anchin, a New York firm of 
certified public accountants. Mr. Weiner, also 
a C.P.A. and attorney, is associated with the 
firm. Both men have written extensively on the 
subject of Federal taxation. This is the first of 
a number of articles analyzing the provisions 
—and their application to you—of the revised 
Federal Revenue Code. 
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order to claim such exemption, however, the parent 
must provide over half of the child’s support. 


Bottlers who employ dependent children in their 
business, and whose services are worth more than 
$600 a year, can now arrange to shift a greater 
portion of family income to the lower tax brackets 
of such children by removing the $600 ceiling on 
their earnings. 


Exemption for Group Dependent—Under the old 
law an exemption could not be obtained for a de- 
pendent maintained by a group of relations where 
no single member provided over half the support. 
Now, however, the exemption can be claimed by 
a member of the group if: 


(1) The group contributed over half the sup- 
port, but no one member did so. 


(2) The individual supported satisfies the de- 
pendency tests with regard to each member of the 
group. 


(3) All others of the group supplying over 10% 
of the support waive their claim to the exemption 
in writing. 


If you are a member of such a group, make sure 
it meets all of the above requirements. In addition, 
it should not be overly difficult to arrange for the 
deduction of the exemption to be channeled to the 
person having the largest income and who will 
obtain the largest tax benefit. 


Easing Head-of-Household Test—It is no longer 
necessary to live with a dependent parent in order 
to be eligible for head-of-household relief (equal to 
about half the benefit received by a married couple 
filing a joint return). This requirement was dropped 
by the new law in recognition of the domestic re- 
lations problem sometimes encountered when two 
households are kept under one roof. 


However, to qualify as a head-of-household under 
this new provision, you are required to pay over 
half the cost of maintaining a parent’s separate 


household. 


Break on Dividend Income 


At long last, some progress has been made 
towards softening the double tax impact on dis- 
tributed corporate income. Although far from ade- 
quate, these two measures are steps in the right 
direction : 

(1) The first $50 of dividends received can be 
excluded from gross income. Where joint returns 
are filed it is possible to exclude $100 of dividend 
income, since each spouse is entitled to a separate 


$50 exclusion against his or her own income. 


(2) The income tax payable is further reduced 
by a credit equal to 4% of dividends received after 
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Sparkling, dry and cheerfully effervescent... 
gingerale cannot be more delicious than when 
it’s made with Red Seal. And if your customers 
want it a bit more gingery, a little more colorful, 





. | ae , 
or just a mite warmer, there’s a Red Seal Extract 








to please them exactly. 


we’ll be gliad to send you samples 


ee 


There’s No Waiting 
..all orders received 

before noon are ship- 

ped the same day. 





TRADE MARK 


WARNER-JENKINSON MANUFACTURING CO. 
Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas &? Low\® 
ESTABLISHED 1905 is ' 2526 BALDWIN ST, _¢ ST. LOUIS 6, MO. 












































July 1954 (in excess of the $50 ex- 
clusion). However, due to limitations 


FIRST! ST! FIRST! FIRST! | imposed on this credit, taxpayers 
With F I R : With With Nylon | would be receiving full benefit only 
Wirele With - Nylon Brush Outside and | where their taxable income is at least 
ie Nylon Lifting Spindles } ao 
Bottle Spindle pa Bottom twice the amount of dividends received 
Brushes after July. 


Brushes Tips Rinsing Tubes 


For illustration, assume an _ indi- 
vidual receives in 1954 $400 in divi- 

| dends as follows: March 15—$100, 
| June 15—$100, September 15—$100, 
December 15—$100. He may deduct 
$50 and apply this deduction to his : 


i fey il earliest receipts (March and June). 


Since he received $200 after July 1954, 


FIRST with | he may (provided his taxable income 


is $400 or more) take a credit against 





ee 


tax of $8.00 (4% of $200). If he re- 
NYLON BRUSH | ceives the same dividends in 1955 on 

| the same dates, $50 will be excluded 
from income and the credit against 


HOLDERS tax will be $14.00 ($400—$50=-$350 
times 4%). 


It is noteworthy that these benefits 
also apply to children who receive divi- 


This Is Our 
Finest Achievement 
in 

56 Years of Service 
to the 


Beverage Industry 







dends. Accordingly, under appropriate 
circumstances, the transfer of stock 
(relating to family controlled corpor- 
ations or to marketable securities) to 
one’s children can produce additional 
tax free dividend income. 

The above features will generally 
make dividend producing investments F 
more attractive taxwise than the in- 
terest income type. Accordingly, it 
might be advisable to appraise the 
merit of present investments in the 
1. This is the first All Nylon unit ever manu- | light of these new features. 


WHY YOU SHOULD USE factured for inside bottle brushing. If you are affected by any of the 


above provisions, “don’t put off until 


2. They increase Bottle Life—Nylon cannot tax filing time what you can do today.” 
WIRELESS BOTTLE BRUSHES injure glass! Now is the time to arrange your af- 
fairs in order to be eligible for maxi- 


WITH NYLON HOLDERS __ 3. When used in conjunction with Nylon Brush mum benefits under these changes. | 
Spindles, Rinsing Tubes, and Nylon Lifting Other provisions of the new law 
Spindle Tips, they eliminate all metal parts will be discussed in future articles. 
entering bottles during brushing process. 
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VOLCKENING, INC... Brushes forthe AHEAD; 
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———— THE COVER PICTURE ——— 


In about ten years, the beverage 
vending machine has become a 
familiar part of the American 
scene. Through it; bottlers can 
reach their customers at work or 
at play, home or traveling, with- 
out recourse to established retail 
outlets or regard for the time of 
day. It’s one of our most valuable 
sales tools. 
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A Job for the Many—Not the Few 


F ROM diversified quarters in many sections of the country, including 
supply and franchise companies and State and national association officials, 
there is being manifested a growing awareness of the fact that the soft drink 
industry’s most serious problems are the anti-beverage propaganda, and the 
direct competition offered by concentrated and frozen fruit juices, “powdered” 
drinks, home use sirups, tea, coffee and beer. 


We agree with this thought without reservation. In fact, we’ve often 
talked about them editorially as well as in speeches at State conventions, 
starting years ago. We also agree with the statements made by many people 
over the last few years that too little progress has been made in combatting 
both dangers. 


The way we see it, the trouble is not that the industry does not appreciate 
the problem. It’s just that hardly anything has been done about it. Sure, there 
has been plenty of talk on all levels of the industry and even some action in 
the form of advertising sponsored by A.B.C.B. in carefully selected publica- 
tions reaching the so-called “opinion molders”. Some bottlers and several 
franchise companies have sporadically also made their contributions. In almost 
every instance, however, only the propaganda phase of the problem has been 
attacked, and with not too much success. As for the “product” competition 
here is a rapidly developing source of trouble which has bitten deeply into 
our sales for years, and yet virtually nothing has been accomplished. 


What’s the reason? We think it’s because we lack :— 

1—A clear statement of what we want to do; 

2—A workable plan; 

3—The cooperation that such a program demands from ALL elements of 
our industry. 


As a group, we can’t seem to be able to make up our minds to direct 
a little of our time, money and effort towards the preservation of our industry ; 
to make the little contributions required for the good of the industry; to just 
work together! 


This is strange, considering the seriousness of the problem. We all realize 
that what affects the industry affects us individually. We complain bitterly 
when we are hurt, as we have been constantly, then let it go at that. 


THIS IS A JOB FOR THE MANY — NOT THE FEW. It must start 
at the grass roots and be firmly anchored in the understanding and undeviating 
support of the entire industry. Given this, the leadership supplied by our 
national association will automatically develop. They will assume responsi- 
bility of directing the counter-attack — in the form of a positive program for 
all soft drinks — once the will and the support of the rank and file is clearly 
manifested. 


The many State meetings and the national convention, to be held within 
the next few month, are good opportunities for the issues to be clarified, the 
plans developed and the organization perfected. LETS’S NOT MISS THE 
CHANCE AGAIN! 


















7 ws era has rightfully been called the Machine 
Age, what with electronic brains which do the work 
of thousands of men in minutes instead of months; 
aircraft approaching speeds of 2,000 miles an hour; 
space stations on the drafting boards; factories 
acres in extent whose hundreds of intricate ma- 
chines are “bossed” by a single man at a control 
panel and too-numerous-to-mention other combina- 
tions of electronics and mechanics. 

In our industry, throughout the entire produc- 
tion cycle, machines are doing the work formerly 
manually performed. A machine moves 50 cases at 
a time from the trucks; others unload cases, load 
bottle washers, which automatically clean the bot- 
tles; machines fill, crown and label the bottles; 
electric eyes inspect for purity and fill; machines 
count the bottles and cases; machines load them 
into cases and onto trucks. Even in the area of 
sirup making electro-mechanical units are begin- 
ning to take-over. A huge plant in Detroit has its 
entire sirup making process from ingredient 
mixing to pumping of sirup to the filling machines 
— controlled from a complex panel which requires 
only the touch of a man’s finger on a button. 

In the field of selling and distribution, the ma- 
chine has played a less important role 
But even here economic needs are generating new 
concepts of doing things. One of the most impor- 
tant, from the bottler’s viewpoint, is “Robot Selling” 


to date. 


— automatic merchandising of soft drinks in bot- 
tles or in cups. This means of selling, or to put it 
more accurately, encouraging the sale of beverages, 
same about for several reasons. The most urgent 
was the need to expand distribution — and hence 
sales — into markets and locations previously 
closed to the sale of soft drinks because of their 
inaccessibility to them and lack of sales help. Illus- 
tration the waiting room of a hospital. The 
answer lay in a machine which would store the 
bottles, refrigerate them and dispense them. For 
the much smaller number of locations where bottle 
vending machines are not desired or practical, a bulk 


“ROBOT” SELLING 


The Age of the Vending Machine 


beverage dispensing unit, utilizing disposable cups, 
was indicated. 

This need spurred the development of machines 
of both types many years ago, and after several 
false starts the real beginnings of automatic mer- 
chandising in the soft drink industry occurred in 
1946. 

Progress in this new approach toward selling 
soft drinks since then has been rapid and encourag- 
ingly successful. Today, after only eight years, an 





THE MAJOR MARKETS 


1. Service stations 

2. Industrial outlets 

3. Theatres 

lL. Groceries and supermarkets 
5. Military installations 

6. Hospitals and institutions 

7. Transportation terminals 

&. Schools and colleges 


The Standard Sites 


Banks 

Barber Shops 
Bus Stations 
Department Stores 
Garages 

Health Clubs 
Hotels & Motels 
Office Buildings 
Parking Lots 
Railway Stations 
Variety Stores 


Beauty Shops 
Bowling Alleys 
Cigar Stores 
Drug Stores 
Golf Ciubs 
Houses of Worship 
Launderetts 
Parks 
Playgrounds 
Public Buildings 
Skating Rinks 


estimated 18-20% of all sales are made via the 
machine route. The development has created new 
financing problems for the bottler, has made him 
set up new plant departments and selling forces, 
and has given him the tool to get his beverages into 
650,000 new locations where they were never sold 
before! 

Where bottler resistance to the machine has 
arisen, it was merely the natural reluctance to go 
into a field which at first glance appeared com- 
pletely foreign to normal operations. Even today, 
with their demonstrated effectiveness, the machines 
are regarded by some as the cross between a novelty 
and a nuisance. There is no question that their 
employment complicates the bottler’s operations, 
but the experience of the last decade has shown 
that they merit the bottler’s full attention, on an 
equal basis with such other selling aids as cartons. 
In fact, there is now available a unit which will vend 
cartons of soft drinks first of several to come. 
Next step—case vending? 


How Does A Bottler Go Into Vending? 


With an estimated 4600 bottlers actively engaged 
in vending operations — about 75% of the entire 
industry it would seem that saturation in this 
direction has been reached. Such is not the case, as 
proved by the many inquiries received by N.B.G. 
from bottlers for information and guidance on the 
subject. Space limitations will not permit a very 
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Progress and Problems of Soft Drink 
Vending During The Past Year 





q » virtually every year since the war, the vending 
of soft drinks has registered an increase, both in 
importance or recognition and in sales. The trend 
has been constant, but the techniques and merchan- 
dising methods of vending have been changing con- 
tinuously. Thus far during 1954 there has been 
a definite shift in interest in the case of bottle 
vendors towards multi-flavor units. Demand for cup 
dispensers has been concentrated in used and low- 
priced machines, with particular attention being 
paid in new units to showmanship and attention- 
arresting features. As for canned drink vendors, 
despite all the hullabaloo, only minute pilot runs 
have been produced as yet. 


From an equipment and policy standpoint, one 
of the most interesting recent developments has 
been Coca-Cola’s rejuvenation of premixed cup 
vending. 2,500 of these 200 cup, single flavor ma- 
chines are being built for Coke bottlers, and fran- 
chises for a special Coca-Cola syrup to be used 
exclusively through such units may also be offered 
to the bottlers. Premix vendors were used exten- 
sively before the war, but this is their first reap- 
pearance in quantity in about fifteen years. 


Bottlers have increased their investment in both 
bottle and cup units, probably because they have 
had more money to invest. The steady rise in per- 
case prices broadened profit margins, thereby giv- 
ing bottlers the capital necessary for aggressive 
merchandising. An increasing number of them con- 
centrated on vending, even to the extent of placing 
pastry and cookie vendors alongside their soft 
drink machines or adding coffee machines to their 


vending line. 


by I. Hayne Houston 


President, National Automatic Merchandising 
Association 


As soft drink vending has grown and achieved 
greater public acceptance, interest in it on the part 
of regulatory officials has also increased. “Fully 
approved” vendors from a safety, sanitation and 
radio and radar interference standpoint became 
available for the first time this year. Now your 
quality bottle and cup machines have official ap- 
proval from Underwriters’ Laboratories, New York 
Board of Standards and Appeals, health depart- 
ments of many of our major cities, Canadian Stand- 
ards Authority, and the U. S. Navy, as regards 
non-interference requirements. 


Bottlers have begun to demand more in the way 
of showmanship, flavor variety and eye-appeal in 
their vendors. Four and even six flavor, fully auto- 
matic bottle machines are appearing in increasing 
numbers. Eight flavor cup dispensers are being used 
to obtain special or super-desirable locations. Stain- 
less steel doors or door columns are in demand, 
both because of their ruggedness and because a 
bright, dressed-up machine definitely helps sell 
drinks. Fiberglas, illuminated displays have been 
engineered into vendors, while novelty, color and 
motion are being added wherever possible. 


Other merchandising ideas that are being intro- 
duced—or more properly, reintroduced—into vend- 
ing include the big cup drink. This was squeezed 
out of industrial locations some years back by 
inflation, then was tried out briefly again when 
cup drink prices in theatres and terminals was 
raised to a dime. Now that the price of vended 
bottled drinks has been raised to 10c¢ in some sec- 
tions of the country, a few attempts are also being 
made to vend a big 8 ounce or 9 ounce cup in indus- 
trial plants at this increased price. Because this 
big cup for a dime has been well received thus far, 
a few machine manufacturers, are making conver- 
sion kits for it available to their customers. 

Major syrup companies are putting increased 
emphasis on vending, and particularly on cup vend- 
ing. Long term, low cost financing programs have 








been offered by Pepsi-Cola and Coca-Cola, both to 
bottlers and to independent operators. More and 
better displays and impulse-building material are 
being prepared specifically for vending equipment. 
Sales help in the solicitation of locations is being 
stepped up. In short, the growing importance of the 
vending market is being recognized throughout the 
soft drink industry. 

Outdoor vending of take-home cartons is another 
1954 innovation. Equipment of this type for the 
sale of ice cream, ice and milk has been used suc- 
cessfully for several years now, so it was logical 
that it be adapted to soft drinks. It is a natural 
field for the non-returnable bottle and the canned 
soft drink. 

Vending provides three features that are essen- 
tial for the continued growth and prosperity of the 
soft drink industry: intensive coverage of the mar- 
ket, effective impulse selling and labor or cost sav- 
ings. Because of this, there is no question but that 
the automatic merchandising of soft drinks will 
continue to ring up new recores of growth, year 
after year. 


Mel Rapp Predicts 1954 NAMA | 
Convention To Be Biggest 

Mel Rapp, executive vice president of Apco, Inc., 
and general convention chairman of the National 
Automatic Merchandising Association’s 1954 con- 
vention, stated recently that this year’s meeting 
will be the largest in the history of the organization. 

With the four-day event scheduled to get under- 
way at Washington’s National Guard Armory, Octo- 
ber 10, Mr. Rapp announced that many large ex- 
hibitors who formerly took two, three or four booths 
have contracted for six, eight and even twelve booths 
this year. 

Mr. Rapp paid tribute to the various committee 
chairmen, including Frank J. Bradley, Automatic 
Equipment Corporation, general program commit- 
tee; Raymond J. Scheuer, Vendomat Corporation of 
America, activities program committee; Meyer Gel- 
fand, G. B. Macke Corporation, business program 
committee; Mrs. Aaron Goldman, ladies’ program 
committee, Dave Davidson, Davidson Brothers, ex- 
hibit committee, and James T. Teahan, Eastern 
Electric, Inc., trade show advisory committee. 


NAMA fo Elect New Directors 
at Convention 

For the 19th straight year, the National Auto- 
matic Merchandising Association will elect new di- 
rectors at its annual convention to be held this year 
in Washington, D. C., October 10-13. To be elected: 
five directors for a three year term, one director for 
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BIG LINE OF ICE AND 
ELECTRIC—WET OR DRY MODELS 





a two-year term. The meeting to elect the director 
will be held on October 10 at noon in the National 
Guard Armory. 

I. Hayne Houston, NAMA president, has ap- 
pointed a three-man nominating committee to select 
nominees for the offices of directors. Members of 
the committee are W. T. Collett, W. W. Tibals Com- 
pany, chairman; Richard L. Cole, Cole Products 
Corporation and Bernie J. Kiley, Airport Vending 
Service. 

There are 15 elected members of the board of 
directors who serve three-year terms, five elected 
each year at the annual meeting: Two past presi- 
dents are now ex-officio members of the board, and 
one past president will become an ex-officio member 
at the October meeting. Four past presidents are 
honorary members of the board. 

Any operator, manufacturer, or bottler member 
is eligible to serve on the board and each is qualified 
to vote for directors. 

Members of the board whose terms expire this 
year are: Aaron Goldman, the G. B. Macke Cor- 
poration; John T. Pierson, the Vendo Company; 
Frank J. Bradley, Automatic Equipment Company ; 
W. T. Collett, and Herb A. Geiger, Automatic Sales 
Company. 

Members of the board whose terms expire in 
1955 are: I. H. Davre 


Houston, Inc. ; 


Spacarb, 
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Davidson, Davidson Brothers; Maurice L. Heffer, 
Johnson Tobacco Company; D. C. Letts, Chickasaw 
Canteen Company and Tennessee Service Company ; 
Richard W. Wood, Coca-Cola Bottling Works, Gary, 
Ind. 


Rowe Corporation Expands, 
Buys Spacarb, Inc. 


The Rowe Corporation, world’s largest manufac- 
turer and operator of automatic merchandising ma- 
chines, has purchased the principal assets of Spa- 
carb, Inc., the country’s oldest automatic cup drink 
machine manufacturer, it was announced by Rowe 
Corporation president Robert Z. Greene. 

Spacarb, Inc., is being liquidated and a new Rowe 
division . . . Rowe Spacarb, Inc., Division of Rowe 
Manufacturing Company, Inc. ... has been formed 
to continue the manufacture and marketing of the 
complete Spacarb line of multi-flavor cup drink dis- 
pensers, as well as the Auto-Snak common front 
for “automatic cafeterias.” The acquisition of Spa- 
carb makes Rowe’s the most comprehensive line of 
vending machines in the industry. 

Mr. Greene, who pioneered the $1-'% billion dollar 
automatic merchandising industry in the United 
States some 27 years ago, stated that among key 
Spacarb personnel who will be retained by the new 















GET THE BIGGEST SHARE OF 
ORANGE... THE 3rd BIGGEST SELLER 


The nation's taste is turning more and more to ORANGE. 
Of all fruit juices ORANGES is the most sensational in sales. 
A vastly greater number of families are drinking a vastly 
greater amount of ORANGE beverages and juices . . . 
thus becoming a vastly greater market for the greatest 
consumer pleaser of all bottied ORANGE drinks . . . 
SUN SPOT. 


TO COMPLETE HIS LINE ... THE BOTTLER NEEDS 
AN ORANGE FRANCHISE. And the orange franchise 
he needs most, because it will do the most for 
him... is the SUN SPOT Franchise. 


Send for samples and write for reasons why—to 


SUN SPOT COMPANY OF AMERICA 
1500 RIDGELY ST. * BALTIMORE 30, MD. 





Rowe division are I. Hayne Houston, president of 3 
Spacarb, Inc., since 1946, as Division President and ~ 
Robert K. Deutsch, Spacarb treasurer as vice presi- — 
dent. All other executive offices will be filled by Rowe 
officers and the new division will operate under the 
general supervision of Rowe Manufacturing Com- 
pany, Inc. 

The purchase agreement, approved by Spacarb, 
Inc., stockholders, provides for acquisition by Rowe 
of Spacarb machinery, inventories, equipment, copy- 
rights and patents—including the basic patent for 
Spacarb’s exclusive mix-a-drink feature, which per- 
mits the consumer to combine flavors at will in the 
vending machine. 

Other Spacarb assets are being liquidated and, 
under the purchase agreement, total liquidating divi- 
dens of $2 will be paid on each of the outstanding 
164,445 Spacarb, Inc., shares. 

The Rowe corporation, with assets of $12,500,000, 
in addition to its manufacturing and sales organiza- 
tion is the parent body of some 40 subsidiary com- 
panies which operate thousands of vending machines 
across the country. Production of the Rowe Spacarb 
machines will continue at Stamford, with all other 
Rowe machines being produced at the Company’s 
Whippany, N. J., plant. 

Backing up the new Rowe Spacarb Division of 
Rowe Manufacturing Company will be the full facili- 
ties of Rowe’s research, engineering and design 
specialists, Mr. Greene stressed. In addition, he said, 
“Rowe’s financial and field force strength put the 
new Division in a position to offer longer terms and 
better service to former Spacarb customers, as well 
as to new ones.” 

The acquisition of Spacarb gives Rowe the most 
complete and varied group of automatic merchandis- 
ing machines in the industry. “America’s first auto- 
matic merchandising ‘family’,” Mr. Greene noted, 
Vending machines 


’ 


“is also its biggest family.’ 
already being manufactured by Rowe include its 
cigarette vendors—descendants of the first practi- 
cal cigarette vending machine invented by the late 
William H. Rowe—as well as automatic packaged 
milk dispensers and candy, sandwich, pastry and 
ice cream vendors. 

Spacarb, Inc., formed in 1938, was one of the lead- 
ing manufacturers of cup drink vending machines. 

Basic Spacarb models, which will continue to be 
manufactured at the Stamford plant, include the 
three-flavor, four-flavor and eight-flavor cup drink 
dispensing machines, all adaptable to carbonated or 
non-carbonated, hot or cold drinks. In addition to 
the mix-a-drink feature which permits customers 
to select any variation of flavors, the machines have 
the exclusive “select-o-carb” device which meets the 
precise individual carbonation standards for nation- 


ally advertised drinks. 
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prevents opening delivery door while cooler is left 
unattended. 
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- | The NAMA Show 
5 PRINK 
f wy 
arb, New Improvement Noted on and 20 6-oz. bottles and Model SM-40 vends 30 12- CAC Ty 
we " "8. oz. bottles. IN BOTTLES 
Ppy- Roulette” Venders The Roulette Model Dev-2 specifications include 
for This smartly designed cooler for beverage vend- a weight of approximately 250 lbs. net with 46” 
er- ing manufactured by the Bernitz Mfg. and Ma- overall height, 26” width and 26” depth. 214” 
the chine Works, Kansas City 1, Mo., is a dry electric Fiberglas insulation on the bottom with 2” sides 
machine, manually operated. It is compact, requir- and top is standard. This unit holds nearly five cases 
nd, ing only 26” floor space, easy to operate and simple with 40 bottles and 72 more in the pre-cooling sec- 
vi- to maintain. The selective feature offers the cus- tion. 
ing tomer a choice of cold, refreshing drinks. 
Vendo's V-110 Multi-Drink Coin Cooler 
00, Quick, easy selection from complete stock dis- 
sad play is offered in the Vendo V-110 Multi-Drink Coin 
sal Cooler. This unit, manufactured by The Vendo Com- 
and pany, Kansas City, Missouri, features easy to load 
rb serving shelves with a foolproof vending mechan- esas: 
ve ism. The unit can be adjusted to vend most any 
y's size bottles from small 6-o0z. to large 12-0z. bottles. 
Additional accessories for the Vendo cooler in- 
of clude sturdy steel rollers mounted on the heavy BEAUTIFUL STYLING 
li- steel channels, coin box lock which controls access The beautiful styling of this unit makes it fit anywhere 
an to the coin box, a counter to record actual bottle = plea: re furniture. A foolproof vending mech- 
. sales of the cooler and a locking bracket which ote: the Wonds Gontes te sete aa pilferage 
e } 
e 
' Talk PROFITS with 
: PROGRESS iti 
S- at the CAPACITY: 
> full case of 
d, INTERNATIONAL SOFT DRINK EXPOSITION bottles plus ice. 
2 Philadelphia, Pa. Nov. 15-18, Booth 733-735 Removable food tray. 
'S 
i- Profit through quality, with Progress. Don't 
e risk cutomer good-will and future sales through 
d handling inferior products. When you com- 
d SMART DESIGN IN A DRY ELECTRIC COOLER pare quality, style, and price, you'll find 
This view of the Berns “Roulette” cooler points aut the Progress offers more for less . . . to help you 
loading the drum. The vending drum which holds the increase your beverage sales. 
5 bottles and the mechanism are attached to the lid and MODEL A-4 
. can be raised out of the cooler as one unit. Ask our representative at the exposition CAPACITY: 
e to TALK PROFITS and QUALITY with you 3/4-ease of 
p Five improvements have been made on the new ...or... write for free circulars to Progress bottles plus ice. 
c “Roulette” mode! which includes (1) adoption of Refrigerator . . . Louisville 1, Kentucky. ReMEVERIS Chee Srey, 
; the National Slug rejector mechanism, (2) coin 
) mechanism attached to the cowling for conveni- 





ence, (3) new geared selector handle for easy opera- 
tion, (4) openings on each side of the cooler, giving 
the service man free access to the unit and (5) use 
of Servel’s new vertical type hermetic unit. 
Three models are available: Model M-40 vends 
40 6, 7 or 8-oz. bottles, Model XM-40 vends 20 12-oz. 
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REFRIGERATOR CO., LOUISVILLE 1, KY. 
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| Universal Vendor's Bottle Unit 
SALES-WINNING _ Supplied to Tru-Ade and Canada Dry 
r The Universal Vendor Company of Elgin, IIli- 
Ir dil 
Oh 


nois, has announced that their Universal Vendor 
Only Glass Bottles 


8 a h \ T | has been used by Tru-Ade bottlers and Canada | 
: | | Dry for the past three years with considerable | 
| J | | success. The unit is now being field tested by the 
| e) | 
e 
Provide It! 



































Pepsi-Cola Company, Inc. 































@ YOUR BEVERAGE literally sells itself when 
you bottle it in glass. Because only glass dis- 

lays its sparkling carbonation and color... 
its thirst-quenching qualities . . . for all the 
world to see. 


@ Visual appeal is just one of many ad- 
vantages Wedg-Wall Bottles offer your bever- 
age. Thatcher Wedg-Walls, for example, give 
you high trippage at low cost, quality and 
flavor protection, resistance to carbonation 
ressure, long-term availability, plus uti- 
lization of your present equipment. Send for 
free booklet, reprinted from a leading trade 
journal, discussing the right container for you. 








A WARRANTY FOR QUALITY AND PERFORMANCE ) 
Currently under field test by the Pepsi-Cola Co., Inc., this | 
Universal Vendor bottle machine carries an express war- 
ranty issued by the manufacturer covering defective ! 

| 


$.2 
oy 
**Fire-Polished"’ Lips 


parts or faulty workmanship. 
, 


on 
Ge 


**Pyroglaze’’ Label 





According to information received from the com- 
pany specifications for this unit are: 2514” wide, 
67%.” high and 191%” deep. The refrigeration sys- | 
tem consists of a Nash-Kelvinator 14 h.p. unit with ) | 
a single phase, 110 volt, 60 cycle motor. oe 

Vending capacity of this unit is 101-7 or 8 ounce 
bottles with a pre-cool capacity of 43-7 or 8 ounce 


i 


Wedge-Shaped Sidewalls 
for strength in the area 
receiving most abuse. 








rma 


Solid Base and Wall 


bottles. In keeping with its established policy, the 
Universal Vendor Company warrants to the origi- 
nal purchaser of each of its vendors to be free from 
material defects and faulty workmanship under 
normal use and service. Under this warranty, they 
will repair or replace any part which proves defec- 
tive within one year from the original date of in- 
stallation. 


Mills Industries Introduces New 
Selective Bottle Vender 


A new three-flavor selective vender capable of | 


THATCHER GLASS MANUFACTURING COMPANY, INC., Elmira, N.Y. 
Factories: Elmira, N.Y., Jeannette, Pa., Streator, Ill., Lawrenceburg, Ind., Saugus, Calif. 


Representatives in Principal Cities } 
vending 6, 8 and 10 ounce bottles is now available 


Visit Booth 1105 Int. Soft Drink Ind. Exp. at Philadelphia, Nov. 15-18 to all bottlers. The new vender is fully automatic in 





operation and has a capacity of 123 bottles ... 61 
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of the parent flavor and 31 each of two other flavors. 
The entirely new and different vending mechanism 
eliminates literally dozens of intricate parts and all 
complicated timing adjustments. A simple skate key 
adjustment changes each column to compensate for 
diameters and lengths of various bottles. A new Bul- 
letin 3F-54 giving details and specifications can be 
obtained from Mills Industries, Inc., 4100 Fullerton 
Avenue, Chicago 39, IIl. 


Double Duty Vendor Offered by Ideal 


A selective vendor that offers a choice of milk 
products and a choice of beverages is now being 
manufactured by the Ideal Dispenser Company, 
Bloomington, Ill. This machine is designed to serve 
double duty for operators who want to profit from 
both markets, but whose locations do not warrant 
two vendors. 





Especially designed for operators who require a milk and 
soft drink vendor in one unit, this model 300-C developed 
by Ideal Dispenser Co., is equipped with separate coin 
units and operating mechanisms. 





The Ideal Model 300-C has a vending capacity of 
2 cases of twelve ounce beverage bottles and 68 
half-pint dairy bottles; or 2 twelve-ounce beverage 
cases and 50 Pure Pak containers. Spacious pre- 
cooler compartments insure cool, fresh drinks at 
all times. 

The 300-C is equipped with two separate coin 
units and operating mechanisms, and is refrigerated 
by the package cooler system—a famous Ideal fea- 
ture that keeps maintenance costs at a minimum. 
The entire full 
warranty, plus a 4-year replacement agreement on 


unit is protected by a one-year 


the refrigeration system. 


General Vending Introduces 1955 Line 


Freedom from coin mechanism trouble, from re- 
frigeration trouble, servicing trouble and high costs 
is offered in the new line of General Selective Bottle 
Vendors introduced for 1955. 
record during the 


Because of the service-free 
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Fast hopper loading with a large 2000 penny 
capacity makes National’s electric Penny 
Refunder a ready answer to “‘change”’ prob- 
lems. Now wherever odd cent sales are used, 
the customer can enjoy single coin operation. 


National’s Penny Refunder features a simple 
plug-in installation with front, side or inside 
mounting. Price changes may be made right 
on location in just a short time. National's 
precision engineering prevents jack-potting 
and permits the Refunder to be used in con- 
nection with any of National’s electrical coin 
mechanisms. 








ways... 
to end the Penny Problem! 


ow NATIONAL’S 
PENNY REFUNDER 






NATIONAL’S 


“GIVE an TAKE” 
FEATURE 


With the electric Penny Refunder, 
National can re-wire your unit to 
both give and take pennies. Thus 
the most complete and most effi- 
cient penny handling method gives 
you greater profits at low cost. For 
the first time you can realize the 
full extra value of odd cent 
vending. 


Every National branch 
office is fully equipped 
to handle either of these 
installations. Just con- 
tact the National office 
nearest you listed below, 








for price information 
and service. 


Make every cent count... get 
started today. 


SEE YOU AT THE N.A.M.A. SHOW 
BOOTHS 537, 539, 541, 543 


Comporison will Prove there ts No Comparison 





5100 San Francisco Ave. « St. Louis 15, Mo. 
Phone COlfax 1-1900 





ATLANTA 3, GEORGIA, 685 Peachtree St, N. E.—Phone: Elgin 4318 
REJ ECTORS inc. CHICAGO 39, ILL, 4907 W. Fullerton Ave— Phone: NAtional 2-3614 


DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF. 2309 West Pico Bivd.—Phone : DUnkirk 2-5772 
TORONTO, ONTARIO, CAN., 1551 Eglinton Ave., West —RUssell 1-5620 
WOODSIDE, L. ISLAND, NW. Y., 39-30 Gist St—Phone: Illinois 8-6302 
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Add pep to your winter business with VEKO Flavors . . . 
your customers recognize quality they'll come back 


for more... 


MONTREAL (ale Dry Z 03. 


A proven sales-getter a lively mixer and refreshing 
beverage . . . competes with and outsells many nationally 
advertised brands. Made from premium ingredients 
with sufficient lemon, lime and sugar color. Try it 


Send for trial 2 gallon @ $5.50 Delivered 


#1918 CLUB SODA SALTS 


Keeps the ‘FIZZ’ in club soda . . . just what your bar trade 

looks for . . . lively, steady sparkle without foreign taste. 

One unit (12 plastic vials) produces 600 cases large . 
only. $3.75 per unit postpaid. 


Get started early, order today! 


V.2E. KOHNSTAMM, %- 


329 CANAL STREET «© NEW YORK 13, N.Y 





SEE US IN BOOTH #749 © Headquarters: Ben Franklin Hotel 
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past year, the new 1955 models produced by the 
General Vending Machine Corporation, Chicago 6, 
Illinois, will have basically the same construction 
as those previously produced in vending design and 
operation, except that the outer cabinet design has 
been radically improved. 

Vertical columns on the front panels of the 1955 
models provide an added distinction and quality to 
the cabinet appearance. In one of these columns the 
cap box and cap remover are recessed and out of 
sight. On the Vendmor model there are two cap 
boxes and two cap removers ... one at each end 
of the front panel .. . to increase customer service. 
This is an exclusive feature with this unit. Another 
column permits recessing of the coin mechanism 
slide and the cash box, to enhance appearance and 
to eliminate any possible interference with the coin 
slide. Silver-plastic trim around the openings in the 
columns adds styling and eye-appeal. 

The stainless steel lids are more than twice as 
thick as previously and have counter-balanced 
hinges similar to those used on chest-type home 
freezers. The Bevmart model is the only small size 
vendor on the market with such a counter-balanced 
hinge. The lid closes on a heavy rubber breaker 
strip, under which is attached a special thermo-wire 
that 
around the lid opening. 


eliminates condensation on the outer edges 

Although these new 1955 model improvements 
have increased the cost of manufacture, prices to 
bottlers have not been increased. 


Central Tool to Show New 3 Flavor 
Bottle Vendor 


Newest addition to the comprehensive line of 
soft drink vendors from the Central Tool Company, 
Inc., Hartford, Conn., is the 3 flavor unit which 
will be exhibited at the NAMA Wash- 
ington, October 10. 


show in 


This 3 flavor unit, fabricated under the Choice- 
Vend label, will feature completely automatic opera- 
tion requiring only one hand and finger-tip control. 
Designed throughout for the convenience of the 
customer, all that is required is the insertion of a 
coin and a simple button pressure. There are no 
handles to turn and no heavy covers to lift. The unit 
will vend 6 and 12 ounce bottles. A simple screw- 
driver adjustment permits changes from one size 
bottle to another quickly and easily. 

Designed for appearance and lasting service, the 
sturdy all-steel cabinet will withstand rough usage. 
The rugged construction of the Choice-Vend makes 
the unit virtually tamper proof. 

In addition to the new 3 flavor Choice-Vend unit, 
the Central Tool Company will also show their com- 
pletely automatic 4 flavor bottle vending machine 
which has proved so popular with operators. 


Jacobs New Bottle Vendor J-56D 


New vending machines for bottled Pepsi-Cola 
are becoming popular profit-makers in stores, ser- 
vice stations, bowling alleys, depots and similar 
locations across the country. 

F. L. Jacobs Company, Detroit manufacturing 
firm, reports the initial supply it produced on order 
from Pepsi-Cola Company of New York is virtually 
exhausted. Orders for the machines are placed di- 
rectly with the Pepsi-Cola Company Equipment 
Division, but actual delivery, feid service and sales 
assistance is provided by the Jacobs organization. 

According to Thomas J. Riggs, Jr., F. L. Jacobs 
Company president, the new Pepsi-Cola vender is 
mechanically automatic rather than electrical. Bot- 
tles are gravity fed, with cnly one moving part 
other than the refrigeration unit. All unnecessary 
electrical gadgets have been eliminated which might 
cause failures in operation. “The vender’s sim- 
plicity of operation is its big selling point for deal- 
ers,” says Mr. Riggs. ; 

Standing only 61 inches high, the box capacity 
is deceiving. It holds 56 8-oz. bottles in the vending 








This handsome silent salesman, the new 
J-56D bottle vendor created exclusively for 
Pepsi-Cola, is a natural sales promoter. 
Dependable and economical, its simple 
manual operation means virtually no serv- 
ice worries and ease of operation by cus- 
tomers. The price includes a coin changer 
and a 5 year warranty on the refrigeration 
unit. 





compartment and 37 in the pre-cool compartment. 
It accommodates 10-0z. bottles as well, with a 90- 
bottle total 
inches wide by 21% inches deep. The exterior is 


capacity. The machine measures 26 


in two shades of blue, with chrome trim and hard- 
ware. A back-lighted, circular, translucent plastic 
replica of the familiar Pepsi-Cola bottle decorates 
the face of the machine. A Blissfield 1/5 h.p. re- 
frigeration unit, utilizing a Tecumseh compressor 
cools the machine. It operates on 60 cycle, 115-volt 
A.C. electricity. 
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8-Drink Cup Dispenser Offered 
By Apco, Inc. 


Apco, Inc., New York, one of the foremost pio- 
neers of beverage dispensers in this country, will 
show their 8-drink SodaShoppe vendor that serves 
both cola and root beer—the two profit leaders— 
as well as three fruit flavors that are also served 
non-carbonated. The unit vends 5 carbonated and 





Included in the complete Apco line of 
SodaShoppe cup dispensers is this 8-drink 
SodaShoppe machine which vends 5 car- 
bonated and 3 non-carbonated drinks. 








~ 


3 non-carbonated drinks using 5 syrup tanks. The 
machine has a 2500 drink syrup capacity and 1200 
cup capacity. Apco also manufactures other Soda- 
Shoppe vendors suitable to capture the full poten- 
tial of every location profitably. Their line includes 
a 3-drink, 4-drink, 6-drink and SodaShoppe Junior 
unit. The latter vends 2 carbonated and 1 non- 
carbonated drink using 2 syrup tanks. This unit 
has a 1000 cup capacity, 1000 drink syrup ca- 
pacity. 


Cole to Introduce Revolutionary 
Cup Type Beverage Venders 


It has been reliably reported that Cole Products 
Corporation, Chicago manufacturer of the Cole- 
Spa cup type beverage dispensers, will introduce 
a revolutionary new line of cup equipment at the 
NAMA Convention in Washington, October 10. 
Prices are to be down at the pre-war classification, 
and it is reported that the units have been in 
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research for two years with prototypes on actual 
location for over nine months. The Cole organiza- 
tion is tooling-up at present and deliveries will be 
on an immediate basis directly after the NAMA 
show. 


One Product Vending Accented 
in Selvend Units 


Every bottle at exactly the right drinking tem- 
perature with quick delivery at hand level are two 
important advantages claimed for the Selvend ven- 
dors produced by the Selvend Company, Kansas 
City 5, Missouri. 

Compact for minimum floor space and easy load- 
ing to prevent jam-ups, the Selvend Models S-47 
vends 47 bottles of one product and pre-cools 35. 
The Model S-195 is designed for heavy traffic loca- 
tions and vends 195 bottles; 80 bottles in pre-cool. 





The compact design of the 7-Up Selvend 
takes a minimum floor space and permits 
use of the machine in passageways and 
against walls. Freedom from bottle jams 
and simple delivery is assured with the 
trouble-free manual lever delivery. 





This unit is 42 inches wide, 18 inches deep, 81 inches 
high with an optional coin mechanism. 


New Manual Coin Changer 


Developed to satisfy the demand of bottlers all 
over the country for a truly dependable, low cost 
coin changer that would fit any Ideal vender in the 
field, the new Ideal Manual Coin Changer has been 
extensively tested in the field and found to fit the 
bill. 

The new manual changer can be installed on any 
Ideal selective venders on location in a matter of 
minutes by just one man, without special tools or 
drilling a single hole. The changer is available for 


immediate delivery. 





| * 
WE'LL SEE YOU 
in PHILADELPHIA 








Atlas VARIETEE Junior 


WITH THE COMPLETE LINE OF 


Atlas 


VARIETEE com venvors 
nd 


| 
DRY ELECTRIC coolers 


A.B.C.B. SHOW BOOTH 1047-49 
November 15-18 
© 
In the meantime write for literature 
and prices. There’s an Atlas VARIE- 
TEE to suit your needs that will give 


you long and economical service. 


ATLAS METAL WORKS 


VENDOR DIVISION, P. O. Box 5208 
| DALLAS, TEXAS 


West Coast Distributor: 
JOHN MULHERN CoO. 
390 Bayshore Blvd. 3236 Union Pacific Ave. 116 Fifth Ave., No. 


San Francisco Los Angeles Seattle 
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Incoming calls for maintenance service are quickly 
routed to the office and promptly scheduled for a main- 
tenance call. A complete index file of all accounts 
enables the office to bring the service men up-to-date 
on the particular type of equipment requiring repairs. 


With the “MAGIC FLOW” dispensing system—the heart 
of the new Navenco Deluxe—the simplest and most 


trouble free cup drink machine in America today. 


LET’S GET TO THE HEART 
OF THE MATTER! 





In-coming vendors requiring repairs or cleaning are 
checked in at the plant. A special work chart follows 
the machine through the maintenance department as 
it is given a cleaning and check-up. 


Médification kits available for older model machines. All parts orders 


are handled on a 24 hour shipment basis. 


The New Navenco Deluxe is available through distributors from coast 
to coast. If no Distributor is in your area, write, wire, or telephone 
the Navenco Manufacturing Company, 2205 Butler Street, Dallas, Texas 
(Telephone Justin 4546) Warranty by the Navenco Manufacturing 
Company with a guarantee that parts will be available for a minimum 


of 10 years from date of purchase. 


The sales staff receives a periodic “education” on 
NAVEN(CO MANUFACTURING COMPANY 2205 BUTLER STREET some of the new vendors placed in operation by - 
e company. Here Victor C. Specht, manager of the Vend- 

DALLAS, TEXAS @ JUSTIN 4546 ing Division, reviews a mechanical detail. 
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What Is Good Vendor Maintenance ? 


Management and men at Pepsi-Cola Metropolitan Com- 
pany plant in Long Island City evolve scientific system in 
handling vendor placement and preventative maintenance 
program. 


' 


Sort drink vending and “robot” selling, as everyone in the industry knows, 
is as profitable and productive as the maintenance program established to 
service its needs. Facing this challenge and true to the tradition of scientific 
management, the Vending Division of the Pepsi-Cola Metropolitan Bottling 
Company, Inc. of Long Island City, N. Y., has set up what is probably 
one of the most efficient sales and maintenance programs currently in oper- 


‘ 


ation. Under the capable leadership of Victor C. Specht, manager of the 
vending division, the organization can efficiently service about 5000 machines 
in the field and more than 1500 coolers and venders at the home shop. 

With a working crew of twenty-three service men which includes 8 
service men, 4 truck drivers and 4 helpers, the Pepsi-Cola vending division 
has given repeated evidence that scientific scheduling and organization is 
important and plays a prominent role in the profitable operation of a vender. 

Striking evidence of the importance of up-to-date equipment is avail- 
able in the modern repair shops maintained by the company, and in the 
large fleet of new trucks and other materials handling equipment operated 
in the field and at the home shop. This type of dependable service has 
helped the company establish an extensive vending program that is operated 
on a profitable level. 





One of the new tail-gate lift trucks recently acquired 
by the Pepsi-Cola Metropolitan Bottling Co. These 
heavy duty trucks make easy work of lifting coolers 
and other vending equipment off and on the trucks. 








Part of the service crew at the Pepsi-Cola plant vending 
division. From left to right: E. Vogel, D. Lowenthal, G. 
Siebert, A. Kumer, W. Webb, V. Specht, Manager, L. 
Schwartz, P. Diehl, Service Manage; B. Wachtel, E. Wal- 
icki, E. Saenger, J. Formica and E. Neller. 


The selection of adequate and proper materials hand- 
ling equipment is always important, especially when it 
involves the problem of moving heavy and bulky 
equipment. A special portable truck unit, developed 
by the Pepsi-Cola engineers, permits two men to roll 
this large vendor with a minimum of effort. 
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“ALL THESE WAYS. 


ALL DAY LONG, in every phase of delivery service, the 


White 3000 pays its way in more work done... at lower cost 


.-.in shorter time. Look how it can save for you! 


See your White Representative for facts about its exclusive 
advantages—its savings and efficiency—for your business. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 
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DROP FRAME DESIGN 
SAVES LOADING TIME 








y* —— 








& MORE DELIVERIES BECAUSE OF MORE PAYLOAD... 


QO SAVES DRIVER TIME AND STEPS 


| 




















EXTRA ADVERTISING VALUE— 
ROLLING BILLBOARD 





LESS REACHING AND STRETCHING 
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6) BETTER VISIBILITY—IMPROVED SAFETY 


FOR MORE THAN 50 YEARS 


THE GREATEST 


SEE YOUR 
NAME IN TRUCKS 


White 
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One of the first steps in servicing vendors at the shop 
is to wash them with a stream of hot water and live 
steam. The durable gloss enamels on the new Jacobs 
J-56D vendors glisten after this water bath. 


Paul Diehl (Right), capable service manager of the 
vending division, double checks one of the coin mechan- 
isms at the Pepsi-Cola plant in Long Island City, N. Y. 
All vending machines are double-checked in the exten- 
sive repair shops operated by the company. 


A complete portable repair shop is available in this small 
service truck. Completely equipped to make almost every 
type of service calls, these trucks cover a large area in 
periodically checking machines in the field. 
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@ Unlimited production facilities 


@ Complete technical service 
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@ Accurate blending 


@ Nationwide distribution 


Write us for Prices and Detailed Information. 


U.S.P. Vitamins in bulk 
A ¢ e 


SUBSIDIARY OF STERLING DRUG INC, 





1450 BROADWAY, NEW YORK 18, N. Y. 

Roccal 2020 Greenwood Avenue, Evanston, III 

nary ammor anit jaagent WAREHOUSE STOCKS: Rensselaer, N. Y., Evanston, Hl, Los Angeles 
FACTORY: CINCINNATI, OHIO 


Branch Offices 
{tlanta, Boston, Buffalo, Dallas, Evanston (1Ul.), Kansas City (Mo.), Los Angeles, Minneapolis, Depttund (Ove.), 94, tewte 











WORLD’S LARGEST SUPPLIERS OF VANILLIN 








The Original Lignin Vanillin 


ZIMCO’s outstanding excellence and uniform- Remember ... your best source of finished, 
itv of flavor are the result of its exclusive, pat- ready-to-use flavors is your flavor manufac- 
ented manufacturing process . . . developed turer. Ask him about ZIMCO, the Original 
through years of scientific experiment and pure Lignin Vanillin. There’s nothing finer. 


research, 


Zimco Vanillin is noted for Quality and Dependability. 
Consult Your Flavor Supplier 
orccn Cfreniild in. earaoin ravens itn 
1/ swC. 2020 Greenwood Ave., Evanston, Ill. DU Cotops 


SUBSIDIARY OF STERLING DRUG INC. FD&C YeLLow NO. 5 


8 0767 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 


Shipments direct from plant, Rothschild, Wisc. | * 
Emergency deliveries from: Atlanta, Dallas, Evanston (lll.), Los Angeles, Portland (Ore.), Rensselaer (N.Y.), St. Louis and San Francisco 

















Keystone Bottlers 
Confer 


35th annual meeting stirs up new and 
old problems 


Pe ennsvivania bottlers, attending the 35th annual 
convention at Pocono Manor, Pa., September 10-11, 
not as a duty, but as a privilege, heard speakers and 
a panel session which paralleled closely the state- 
wide problems. Hence, the meeting made a definite 
contribution to a better understanding of various 
questions which need to be answered by Pennsyl- 
vania bottlers in the near future. Among the high- 
lights: 


WILLIAM S. HAGER—the Acting Secretary, De- 
partment of Agriculture, told the group that the 
Pennsylvania regulations covering manufacture and 
sale of soft drinks were inadequate and obsolete. He 
indicated that new legislation should provide for the 
licensing and registration of all types of beverage 
handlers, and be definitive in its lists of permitted 
and prohibited ingredients. He said he hoped the 
new law would be extended to cover bulk dispensing 
and vending units of all types. He asked the Penn- 
sylvania Association to do the spade work of draft- 
ing the new laws and regulation, a proposal which 
met with hearty approval. 


GEORGE 8S. DERRY—Chairman of the legisla- 
tive and legal committee, in his drawling but precise 
fashion discussed various legislative matters and 
said: “This is sure—at the next session of the legis- 
lature, whether it gets out of committee or not, there 
will be a bill introduced to tax soft drinks. The duty 
of each bottler in the State is plain. We must sell 
our cause to the lawmakers in their home districts. 
I ask you in all seriousness to get busy at home and 
stay busy”. The memory of special taxation is still 
very fresh in the minds of Pennsylvania bottlers; 
it was only some months ago that they got rid of an 
onerous lc a bottle tax in the State. 


DR. CHARLES E. REITELL of New York City— 
A business consultant of wide reputation, he dealt 
with the four elements which determine profits— 
volume, price, fixed costs, and variable cost. He 
blackboarded typical instances which show the rela- 
tionship of all four factors and their effect on profits 
when any of them change upward or downward. 

THE FORUM—Most questions were directed at 
Dr. Reitell, as the bottlers sought to explore further 
the means of determining their break-even point, 
how to evaluate routes and product lines and other 
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NuGrape 
SALES 
ARE 

SOARING 


NuGrape Soda sales are setting a new high this 








season. NuGrape bottlers everywhere are getting in 
on the big increase. NuGrape’s big 3-phase advertising 
and promotion program, including prizes for bottlers, 


driver incentives and consumer premiums, has gained 


thousands of new customers and boosters for 
NuGrape Soda. Bigger things are planned for 55 
So why don’t you investigate NuGrape today? 
















You Can’t Wink at the 


PROFITS MADE 
on our 


F 58 PALE DRY GINGER 


It’s tangier and tastier! A delicious mouth- 
watering blend of the world’s best gingers 
with taste-tempting lime and other flavors. 

Although less than a year old, Twitchell’s 
F 58 Pale Dry Ginger has met with tre- 
mendous acceptance by bottlers everywhere 
because it is truly different. 

A 2 oz. item that’s sure to please your cus- 
tomers. Write for sample or order a trial gallon. 

Visit our Booth 93] at Convention. 


We extend a hearty invitation to visit our plant. 


CRESTMONT AND HADDON AVES. « CAMDEN 4, N.J. 
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Top row, left—Carl Salts, Pepsi Cola Co.: Morrie Honick- 
man, Zuckerman-Honickman Co.; Jim Crawford, Glenshaw 
Glass Co. Right—Charley Hilton, Boosters Club Secretary, 
pays C. A. Grover, 7-Up bottler, five silver dollars as a 
“sit pretty” prize. Second row, left—watching the conven- 
tion doings are Mr. & Mrs. Geo. Crofton, Trenton, N. J.; 
Arthur Newman, Flavorex, Inc. and Bob Kay, Glenshaw 
Glass Co. Right—Martin D. Kamison, Porto Rico Bottling 


Co., Morris Levin and Nathan Levin, Sweetie Beverages; 
Arthur Dennis and M. J. Cohen, Porto Rico Bottling Co. 
Third row, left—Pannill Martin, Cloverdale Spring Co., 
Dr. E. Matson, Abbott Laboratories, Gilbert Redman, Clo- 
verdale. Right—John Gruber, Gruber Bottling Co.; J. K. 
Wright, Pepsi Cola Bottling Co., Phila; Albert Meyer, 
Glenshaw Glass Co., R. R. Greinke, Pepsi Cola Bottling 
Co., Phila. 
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From top to bottom—Officers and members of the Board, 
immediately after their final meeting — Pannill Martin. 
vice-president, Asa Day, secretary and Geo. Derry, Jr. (all 
rear) watch President H. M. Surkin (left) being congratu- 
lated by retiring president John Pullets — Officers and 
Board members of the Keystone Bottlers’ Boosters Club. 
Seated, J. Hanley, vice-president; Bob Hotchkiss, president; 
Chas Hilton, secretary-treasurer; Benny Mushkin, director. 
Standing, Ralph Donahey: Vic Hoar; Art Schrieber; Dick 
Moffett: Bob Kay: Jerry Fortunato, C. R. McCurdy, all 
directors—This is the Boosters meeting in progress— Pepsi 
Cola bottlers had a breakfast meeting. 
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~ Today’ fashion... 
~ The Slender Figure 


‘Todays refreshment 
san Lig ht refreshment 


ASHION is wiser than we think! By making 
pred watchful of their waistlines, it’s led to 
wholesome diets, as good for health as they are 
for looks. 


Heavy, over-rich food and drinks are out of 
date. The modern taste is for lighter, less filling 
foods and beverages. 

That is why Pepsi-Cola is now more popular 
than ever. For Pepsi has kept up with the times. 
Today’s Pepsi-Cola is light, dry (not too sweet), 
reduced in calories. It refreshes without filling. 

You'll find it everywhere, in the familiar 
economy bottle that serves two people, and in the 
smaller, single-drink size, just right for one. 

Modern fashion, modern refreshment, go hand 
in hand. Pepsi-Cola is the modern, the light 
refreshment. 


Refresh without filling. Have a Pepsi. 


Fett Cola 


refreshes without filling 








For the Crowning Performance, be sure 
your beverage crowns have the extra 
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questions which Dr. Reitell had discussed in his 
talk. Agriculture Secretary William S. Hagar, in 
response to a question concerning dietetic beverages, 
said frankly he’d prefer the industry to come up 
with suggested rules and regulations governing 
their manufacture and sale and then let the depart- 
ment see how well these fit into the entire regula- 
tory procedure established for the food industries. 


E. ROBERT ANDERSON—A Coke bottler from 
Rochester, New York and President of A.B.C.B., in 
his brief appearance told the audience that the in- 
dustry needed a concerted effort to re-sell the Ameri- 
can public on the benefits and virtues of bottled 
soft drinks. 


JOHN J. RILEY—Secretary of the national asso- 
ciation, he pointed out that while the A.B.C.B. was 
primarily organized for defensive tactics and for 
the protection of the industry, the very nature of 
the program dictates an offensive program where- 
ever and however soft drinks are attacked. For the 
most effective accomplishment of this purpose, he 
said, both the state and national associations need 
numerical strengthening. 


The association has an operating budget of over 
$40,000 much of it consumed by legal fees and court 
costs on legislative and other problems although its 
membership is only 154 out of a possible 590 bottling 
plants registered to do business in the State. 

The elections, conducted by the Board of Direc- 
tors whose members are chosen by the membership 
at large (representing various districts), gave the 
presidency to Hirsh M. Surkin, Bireley’s Beverage 
Co., Philadelphia; vice president, Pannill Martin, 
Cloverdale Spring Co.; secretary, Asa L. Day, Key- 
stone Coca-Cola Bottling Co., Wilkes-Barre and 
treasurer, George Derry, Jr., Coca-Cola Bottling 
Co., Philadelphia. 

The Keystone Bottlers Boosters Club, after its an- 
nual meeting, choose as its officers Joseph Hanley, 
Thatcher Glass Mfg. Co., vice president ; Bob Hotch- 
kiss, American Brewers Supply Co., president and 
Charles Hilton, Pure Carbonic, Inc., secretary- 


treasurer. 
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List Coke's 50th Anniversary 
Bottlers for 1954 


For the past several years, Coca-Cola plants 
throughout the nation have been celebrating their 
fiftieth anniversary. According to the best avail- 
able information obtained from the records of the 
Coca-Cola Company, the parent bottlers and the 
bottlers concerned, the following Coca-Cola bot- 
tlers are eligible to celebrate their first fifty years 
of business in their respective communities: 

Bainbridge, Georgia, Bainbridge Coca-Cola Bot- 
tling Company; Valdosta, Georgia, Valdosta Coca- 
Cola Bottling Works, Inc.; West Point, Georgia, 
Coca-Cola Bottling Company of West Point; Mon- 
roe, Louisiana, Quachita Coca-Cola Bottling Com- 
pany; Shreveport, Louisiana, Coca-Cola Bottling 
Company of Shreveport, Inc.; Columbus, Missis- 
sippi, Kaye Coca-Cola Bottling Company; Laurel, 
Mississippi, Laurel Coca-Cola Bottling Company; 
Asheville, North Carolina, Coca-Cola Bottling Com- 
pany of Asheville, N. C.; Anderson, South Carolina, 
Coca-Cola Bottling Company of Anderson, South 
Carolina; Chester, South Carolina, Carolina Coca- 
Cola Bottling Company; Greenwood, South Caro- 
lina, Greenwood Coca-Cola Bottling Company; 
Orangeburg, South Carolina, Orangeburg Coca- 
Cola Bottling Company; Washington, D. C., Wash- 
ington Coca-Cola Bottling Works, Inc.; Evansville, 
Indiana, Coca-Cola Bottling Works of Evansville, 
Ine. 

Terre Haute, Indiana; Terre Haute Coca-Cola 
Bottling Company, Inc.; Washington, Indiana, Coca- 
Cola Bottling Company Number Three of Washing- 
ton; Lexington, Kentucky, Bottling 
Works; Middlesboro, Kentucky, Middlesboro Coca- 
Cola Bottling Works; Greenwood, Mississippi Coca- 
Cola Bottling Works of Greenwood; Newark, New 
Jersey, The Coca-Cola Bottling Company of New 
York, Inc.; New York, New York, The Coca-Cola 
Bottling Company of New York, Inc.; Fayetteville, 
North Carolina, Fayetteville Coca-Cola Bottling 
Company; New Bern, North Carolina, New Bern 
Coca-Cola Bottling Works, Inc.; Bristol, Virginia, 
Dixie Coca-Cola Bottling Company, Incorporated ; 
Danville Coca-Cola Bottling 


Coca-Cola 


Virginia, 
Company, Inc.; Clarksburg, West Virginia, Clarks- 
burg Coca-Cola Bottling Works, Inc.; The Dayton 
Coca-Cola Bottling Co., Dayton, Ohio; Ardmore, 
Oklahoma, Ardmore Coca-Cola Bottling Company ; 
Muskogee, Oklahoma, Coca-Cola Bottling Company 
of Muskogee. 


Danville, 


Abilene, Texas, Texas Coca-Cola Bottling Com- 
pany; Austin, Texas, Austin Coca-Cola Bottling 
Company; Brownwood, Texas, Brownwood Coca- 
Cola Bottling Company; Cameron, Texas, Coca-Cola 
Bottling Company; Clarksville, Texas, Clarksville 
Coca-Cola Bottling Company; Corsicana, Texas, 
Corsicana Coca-Cola Bottling Company; Jackson- 
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ville, Texas, Crown Coca-Cola Bottling Company; 
Mexia, Texas, Mexia Coca-Cola Bottling Company; 
Nacogdoches, Texas, Nacogdoches Coca-Cola Bot- 
tling Company; San Angelo, Texas, Coca-Cola Bot- 
tling Company; Danville, Illinois, Danville Coca- 
Cola Bottling Company; Marion, Iifinois, Coal Belt 
Bottling Company; Petersburg, Illinois, Petersburg 
Coca-Cola Bottling Company; Sioux City, Iowa, 
Coca-Cola Bottling Company of Sioux City; Wichita, 
Kansas, The Wichita Coca-Cola Bottling Company; 
Battle Creek, Michigan, Coca-Cola Bottling Com- 
pany of Battle Creek; Poplar Bluff, Missouri, Coca- 
Cola Bottling Company of Poplar Bluff, Missouri; 
Trenton, Missouri, Trenton Coca-Cola Bottling Com- 
pany; Lincoln, Nebraska, Coca-Cola Bottling Com- 
pany of Lincoln; Albuquerque, New Mexico, The 
Coca-Cola Bottling Company. 


Continental Can Starts Cash Contest 
For Canned Food Promotion Ideas 


A $2500 cash-award contest for canned foods 
merchandising ideas is the latest news on Conti- 
nental Can Company’s Merchandising program. 
Food retailers throughout the country will be asked 
to submit new ideas for pushing canned foods, with 
32 money prizes offered as reward. 

Continental suggests ideas on such subjects as 
how to tie canned foods in with seasonal or holiday 
promotions, tie-in of canned foods with meats, how 
to introduce a new canned food, or ways to draw 
customers’ attention to canned foods sections. The 
company says, “it may be a successful promotion 
you ran a year ago, or last week, or are planning 
to run in the future ... it may be an old idea 


_ with a new twist.” 


Cash awards will range from a first prize of 
$1000, to a second prize of $500, ten third prizes 
of $50 and twenty fourth prizes of $25 each. Only 
people working in retail grocery stores are eligible. 
Each retail contestant can send in as many entries 
as he wishes, limited to 200 words each. Entries 
will be judged by impartial experts from five gro- 
cery field trade publications and winners will be 
notified by mail. Ideas should be sent to Merchan- 
dising Contest, Box 1724, New York 17, New York. 
The deadline is November 20, 1954. 


Israeli Beer To Be Distributed 
In United States 


“Abir” is the trade name for a beer, produced in 
Natanya (Israel) and imported in the United States 
by Metropolis Brewery, Inc., New York. 

According to Benjamin Hertzberg, vice president 
of the Metropolis organization, the company is 
planning to appoint bottlers to act as jobbers and 
distributors for the imported beer throughout the 
United States and Canada. 
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Seven-Up Bottling Plant 
Undergoes General Renovation 

Seven-Up Bottling Company of Den- 
ison, Texas, is in the midst of a com- 
plete renovation of its building both 
inside and out, according to E. D. 
Schroeder, owner of the company. 
When completed, the exterior work will 
leave the building with a gleaming 
white facade trimmed in green. A 
new Seven-Up sign will be placed 
across the front and new metal awn- 
ings installed. When the job is com- 
pleted, the entire interior of the plant 
will have been revamped in the pro- 
gram. For the bottling room a new 
four by ten foot window will be in- 
stalled on the avenue side. 


Bottling of Canada Dry Beverages 
Begins at Altoona, Pa. 

Robert L: Hite, general manager of 
the Coca-Cola Bottling Co. of Altoona, 
Penna., has announced that his com- 
pany has been awarded a franchise 
to bottle and distribute Canada Dry 
beverages on an exclusive basis in the 
area. He has formed a new company, 
the Canada Dry Beverage Company of 
Altoona, located at 814 Chestnut Av- 
enue, and has already begun produc- 
tion of the ginger ale and other Cana- 
da Dry products. 


Bottling Company to Enlarge Plant 

Pepsi-Cola Metropolitan Bottling Co., 
Inc., will build an addition to its plant 
at G and Luzerne Streets, Philadelphia. 
J. Kenneth Wright, vice president and 
general manager, said the floor space 
of the plant will be increased by about 
81 per cent. John V. Kohlhaas is con- 
sulting engineer for the extension, 
which is scheduled for completion in 
90 days. The addition, 232 feet on G 
Street and 205 feet on Luzerne Street 
will contain 47,000 square feet. 


Bottling Company Moving to 
New Plant 

The North Wilkesboro Coca-Cola 
Bottling Company, which serves Elkin, 
North Carolina, is in the process of 
moving from Tenth Street in North 
Wilkesboro to its new plant on High- 
way 268 just east of the town. R. T. 
McNeil is president of the company, 
C. O. MeNeil is secretary-treasurer 
and Robert H. McNeil is assistant 
secretary-treasurer. 
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BIRELEY’'S FRANCHISE IN ARKANSAS 


Shown signing a Bireley’s franchise for 
Jonesboro, Arkansas, is Chalk White, Pepsi- 
Cola Bottling Co., partner in that city. In 
addition to the Jonesboro area, Bireley's 
will be distributed in the Pepsi-Cola opera- 
tion in West Memphis, Arkansas. Mr. White 
is past president of the Arkansas State 
Bottles Association. Tom Bateman, Bireley’s 
district manager, looks on. 








NEW DAD’S FRANCHISE 


Shown here, in Great Falls, is Robert J. 
Jorgensen signing his Dad's franchise as 
Edward Klich, National Divisional Manager 
for Dad's looks on. 








NESBITT’S OF MILWAUKEE WINS 
IN QUALITY CONTEST 


When Mrs. Lily Wilbert Graves, owner of 
the Squirt-Nesbitt’s Bottling Co., Milwau- 
kee, Wisconsin, was notified that her plant 
had won Nesbitt’s Quality Award Contest 
for District Eight, she said she wasn’t sur- 
prised—that her superintendent Otto Ernst 
was in the habit of winning first place in 
quality contests. Mrs. Graves stands by 
while Nesbitt's supervisor Emery W. Lee 
(right) presents Mr. Ernst with a gold en- 
graved wrist watch. 
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News Bits 





Wins Award 


James F. Banks of the Pepsi-Cola 
Metropolitan Bottling Company in 
Alexandria, Virginia, has been award- 
ed $100 as a Fourth Award in a 
national arc welding competition spon- 
sored by The James F. Lincoln Arc 
Welding Foundation. This award is 
given to persons in non-industrial 
business and service establishments 
who submitted papers describing how 
arc welding is or could be used in the 
operation or maintenance of the busi- 
ness or service. 


New Directors 


Edgar J. Forio, vice president, The 
Coca-Cola Company and Smith L. 
Rairdon, vice president, Owens-Illinois 
Glass Company an dsixteen other in- 
dustrial leaders have accepted invita- 
tions to serve as directors of Keep 
America Beautiful, Inc., a new nation- 
al public service organization for the 
elimination of litter. 


Truce? 


The battle between the dentists and 
the bottlers is off, at least in Birming- 
ham, Alabama. On the bulletin board 
of the Canada Dry Bottling Company 
(James C. Baldone, manager) appears 
this notice: 


Dr. Joseph C. Baldone announces 
the opening of a dental office at 914 
Woodward Building. Special prices 
to employees of Canada Dry and its 


subsidiaries. 


Frostie Bottler Fire Chief 

Fritz Wells, the bottler of Frostie 
Old Fashion Root Beer in Mauston, 
Wisconsid, was recently appointed 
Chief of the Fire Department in that 
city. Fritz, partner and manager of 
the Mauston Bottling Company, be- 
came a member of the Frostie family 
last November when he and his sister, 
Mrs. Esther Neve, received a Frostie 
exclusive appointment. 
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Canada Dry TV Star Wins Award 
For "Annie Oakley" Show 

Gail Davis, star of the Canada Dry 
television show “Annie Oakley,” has 
won the first place award as best 
actress in syndicated TV westerns, in 
a nationwide poll of the TV film indus- 
try conducted by Billboard magazine. 

As Annie Oakley, Miss Davis has 
performed wonders not only of marks- 
manship but also in rounding up a 
huge television audience for Canada 
Dry, according to advertising man- 
ager F. E. Bensen. 

The TV Oscar was awarded to Gail 
Davis’ in recognition of her outstand- 
ing ability to convey the warmth and 
modesty that were characteristic of 
the original Annie Oakley. In personal 
appearances which she has made for 
Canada Dry at supermarkets and civic 
functions, she has been “tremendously 
popular among both kids and adults,” 
Mr. Bensen said. 


Blue Color for Cream Soda 

The Bessemer Bottling Works of 
Bessemer, Alabama, has placed a 
Cream Soda on the market which 
features a light blue color. This is a 
new flavor in the company’s B-B pri- 
vate line and according to Chester 
Cosby, manager of the plant, is doing 
very well in sales. The blue color was 
selected in order to help identify the 
beverage. 


Cott Beverage Plans Stock Issue 

The Cott Beverage Corporation, 
New Haven, Conn., has put 200,000 
common shares into registration with 
the Securities and Exchange Commis- 
sion in Washington, D. C. 

Of the total, the company will offer 
120,000 shares and selling stockhold- 
ers will offer 80,000 shares. Ira 
Haupt & Co. heads the underwriters. 


Corn Products Establishes 
Scholarship Program 

A four-year $2,400 scholarship pro- 
gram has been established at the II- 
linois Institute of Technology, Chi- 
cago, by the Corn Products Refining 
Company to help relieve the shortage 
of science and engineering graduates. 

The company will award a scholar- 
ship annually to an entering fresh- 
man. It will provide $600 in tuition 
annually for a period of four years. 
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QUALITY WATER... 
easily... economically! 


Protect those carefully compounded, 
delicately blended flavors that result in 
greater sales appeal in your treat. 

The “JBAS” treating plant assures 
accuracy and flexibility of control. 

It consistently provides water of 
uniform quality with a minimum 

of operating attention. 


let’s talk quality water » 





INFILCO INC. rvcson Arizona 


Plants in Chicago and Joliet, Illinois 


FIELD OFFICES IN 35 PRINCIPAL CITIES IN THE U.S., CANADA AND MEXICO 
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(Trade-Mark) 


WATER TREATING PLANT! 


don’t be SHORT CHANGED 
on taste protection 


Boost your sales and profits by eliminating 
spoilage, foaming, low carbonation, cloudiness, 
unsightly deposits and loss of flavor caused 

by organic matter in your bottling water. 


INVESTigate the “JBAS” treating plant...today! 
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INFILCO INC., P.O. Box 5033, Tucson, Arizona 
Please send Bulletin 1823-C 
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Modern Pepsi-Cola Plant | 
Opened in Toronto 


Production capacity of 360,000 
bottles per day with new premix 
and water filtering systems an- | 
nounced at Mount Dennis plant 
recently constructed. 


wt NEW branch of the Pepsi-Cola Company of Can- 
ada Limited, costing approximately $1,225,000 for 
plant and equipment, was officially opened in Mount 
Dennis, Toronto early in September by F. J. Lyle, 
director of trade and industry for the Ontario 
department of planning and development. At the 
same time, William B. Forsythe, president of | 
Pepsi-Cola International and chairman of the board 
of the Canadian company, announced the purchase | 
of additional property in Scarborough for another | 
plant to be built in the not too distant future. 

Pepsi-Cola was introduced in Canada in 1934 by | 
a small plant in Montreal which had only one bot- | 
tling machine with a productive capacity of a mere 
960 bottles per hour. Deliveries were made by pas- 
senger automobile. 

By comparison, the new Mount Dennis branch, 
which will bottle both Pepsi-Cola and Schweppes 
products and manufacture Pepsi concentrates for 
franchised bottlers in Ontario, is capable of produc- 
ing a 10-ounce drink for every man, woman and 
child in Metropolitan Toronto every three days. | 
Its 360,000 bottles per day are actually for delivery 
in an area roughly bounded by Clarkson, Brampton, 
Jackson’s Point on Lake Simcoe and Ajax. Another 


branch in Ottawa and 29 franchised bottlers serve | | 


other Ontario areas. 

The Mount Dennis branch has 78,000 square feet 
of floor space and is especially designed for future 
expansion. The entire north wall can be moved to 
add 40 feet to the building’s width and give an 
additional 17,000 square feet of floor space. Approx- | 
imately 65,000 square feet at the rear of the plant | 
can also be used for expansion. 

The bottling process in the plant, which is one of 
the most modern in Canada, is completely auto- 
matic. No human hands touch the bottles from the | 
time they are fed into a huge washing and steriliz- | 
ing machine until they are carried by conveyor to | 
a pre-mix filling machine, are crowned with their | 
tri-color caps — at the rate of 300 per minute — 
and then deposited in fresh cartons. 

A feature of the scientifically-controlled produc- 
tion standards is the water “polishing” system, 
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| Seven-Up Bottling Company of St. Joseph, Mo. 





in which, according to Frank W. McIntosh, presi- 
dent and managing director of the Pepsi-Cola Com- 
pany of Canada, the water is “polished”’ by a process 
of precipitation, de-alkalization, coagulation and 
filtering. It must be filtered through quartz sand, 
gravel and activated carbon which have the effect 
of making the water “sparkle”. 

The syrup, mixed to strict specifications, is also 


_ filtered before it is mixed with the treated water 
| in very definite and metered proportions. The mix- 


ture is then refrigerated and carbonated under 
specific pressures before bottling. 

A quick breakdown of the construction features 
of the new plant yield the following information: 


Cost of plant and equipment: $1,225,000 

Total floor space: 78,000 square feet 

Production area: 30,000 square feet 

Office: 4,150 square feet 

Garage area for 50 trucks: 29,000 square feet 

Plant construction: cement block walls and re- 
inforced concrete floors, flat wood deck roof 
with felt and gravel roofing. Front portion 
of building, red brick. 


The new plant will be on a five-day production 
week, bottling both Pepsi-Cola and Schweppes prod- 


| ucts. The rate of production is 300 bottles a minute 
: or 360,000 bottles a day. This is three times the 


productive capacity of the former Pepsi-Cola plant 
in the Toronto area. 


Fast Thinking Creates Good Will 


The Seven-Up Bottling Company of St. Joseph, 
Missouri, received the following letter of commen- 
dation from Midwestern Constructors of Tulsa, 
Oklahoma: 


“On July 12, as a group of us were coming into 
St. Joseph, we were stopped by a road block where 
highway construction work was being performed. 
We were all almost prostrated from the heat and 
dying of thirst. Just ahead of us was a 7-Up bot- 
tling company truck. The driver of this truck got 
out of his vehicle and gave all of us who were 
sitting in the cars behind him, cold 7-Up which 
was most gratefully appreciated. This incident I 
thought would be of interest to you for two reasons. 
First, that you should know you have an employee 
who is securing good will through this type of in- 
telligent on the spot thinking; and secondly, we had 
a representative with us from Ankara, Turkey who 
was looking over pipeline construction methods. He 
got a tremendous lift out of this token of considera- 
tion from your driver and said it was an experience 


| that he would never forget. (Signed—C. C. Bledsoe, 
| Midwestern Constructors, Inc., Tulsa, Okla.)” 


The quick thinking Seven-Up sales maker men- 
tioned in the letter was Loran Foxworthy of the 
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reaching new heights... 


Your market 
potential 


with SUCARYL 


(Cyclamate, Abbott) 


Ever since its launching, SUCARYL has been big news for 
overweights! And the high hopes for this discovery have 
been justified. Every day more fat folks are finding that 
here, at last, is the perfect way to get true sugar-like sweet- 
ness without added calories or tell-tale bitterness. 


The market is expanding daily. One satisfied customer tells 
another. The search for dietetic products has become a 
vital part of the shopping routine. SUCARYL-sweetened food 
and drinks are reaching new heights of popularity . . . and 
alert canners and bottlers are capitalizing on this fact. 


But this is just the beginning. With at least 25 million over- 
weights forming a new kind of national mass market, there 
is still room for expansion. 


If you haven’t already launchedyour line of SUCARYL-sweet- 
ened products, better get the facts today. Write for your free 
copy of ‘““Making the Most of the Dietetic Market with 
SuCARYL.”’ Chemical Sales Division, Abbott 

Laboratories, North Chicago, Illinois Abbott 





Can vs. Bottle to Highlight 
ABCB Annual Convention 


The battle of the bottle vs. the can will be waged 
at the American Bottlers of Carbonated Beverages’ 
36th annual convention to be held in Philadelphia in 
November. 


Representatives of the glass and can industries 
will meet in verbal debate at the final general ses- 
sion November 18, on the merits of their respective 
containers for soft drinks, the ABCB has an- 
nounced. 


Bottle venders will be displayed and it is expected 
that Cantrell & Cochrane will show the Juice Bar 
vender which dispenses cap-top cans, although for 
the fifth straight year the ABCB will not permit 
the showing of cup drink units. 


Canned products, firms sponsoring canning opera- 
tions, and equipment used in the canning of drinks 
will be shown. To date, 200 exhibitors have signed 
up for space. 


The convention committee reports that two large 
sections of the Philadelphia Convention Hall have 
already been sold out. 


John S. Fine, governor of Pennsylvania, will open 
the convention on Tuesday, November 16. His 
speech will include a discussion of soft drink taxes. 


Quinine Water Sales At Record Level 


This past summer, despite its relatively cool 
temperatures, appears to have set the record high 
for consumption of quinine water by Americans, 
according to a survey made by Hoffman Beverage 
Company, one of the five leading domestic bottlers 
of the “tonic”. 


The company estimates that more than 2,500,000 
cases of the quinine water has been consumed 
in this country during the three-month summer 
drink season ended in mid-September. That would 
be the equivalent of 60,000,000 bottles or 180,000,- 
000 highballs, it was added. 


New York City alone would account for about 
40 per cent of the tctal sales, Hoffman executives 
point out, with Los Angeles taking 30 per cent. 

Most people think quinine water is a post-war 
addition to the “smart” supper clubs, but the bever- 
age was actually introduced to this country from 
England before World War II. During the war the 
sugar shortages prevented any expansion of its use, 
but the product was re-introduced in 1948. 

The Hoffman people admit the initial efforts, 
which featured a sophisticated British approach, 
were largely responsible for tonic drinks catching 
hold, but claim that today the appeal is universal. 
Toward that end the company introduced this season 
a seven-ounce bottle, with which it reportedly has 
had great success. 
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$70,000 Sales Incentive Contest 
Announced by Dr. Pepper 


A $77,000 sales incentive contest, described as 
one of the biggest in the history of the soft drink 
industry, was announced by the Dr. Pepper Com- 
pany, Dallas, Texas. 

With heavy emphasis on the basic role of the 
route salesman, the contest has thousands of bot- 
tling plant routeman across the nation competing 
for $40,000 worth of merchandise prizes from movie 
cameras to picnic grills, 55 expense-paid vacation 
trips to the parent company’s national headquarters 
in Dallas, and a top prize of a 1954 Cadillac. 

In addition, managers of Dr. Pepper’s nearly 400 
independently franchised bottling plants are com- 
peting for five expense paid “couple” tours through 
the West Indies and a 1954 Ford Ranch Wagon. 

Based on the company’s “Fight for First’ slogan, 
the contest period will extend through Sept. 11, W. 
W. Clements, Dr. Pepper’s vice-president and gen- 
eral sales manager, pointed out. 

Winners in both the salesman and plant manager 
classifications will be determined on percentage in- 
crease in sales over a previously established “‘base 
period,” Mr. Clements said. 

Harold Abernathy, sales promotion manager for 
Dr. Pepper, said route salesmen are already hang- 
ing huge signs on their delivery trucks and pinning 
badges on their shirts to urge retail dealers to 
“Help me win a Cadillac.” Many of the salesmen 
are having their pictures made with the luxury 
automobile to distribute to their retail outlets. 

“This incentive program is the biggest we have 
ever conducted,” Clements said. “And it is one of 
the biggest ever known in the soft drink industry, 
especially for route salesmen.” 

Mr. Clements said the program was designed to 
“give our bottlers and their salesmen something 
extra in rewards for their fine work.” 

“With their help, Dr. Pepper sales have increased 
68 per cent in the last four years and our product 
is the third or fourth most consumed soft drink in 
the country even though we distribute to only half 
the total population,” he declared. 

Dr. Pepper Company manufactures syrup at three 
plants for its bottlers and operates five bottling 
plants as wholly-owned subsidiaries. 


Canada Dry Bottler Samples 
18,000 at Food Show 

The Canada Dry Bottling Co. of Warren, Ohio, 
did a tremendous sampling job, estimated at 18,000 
drinks at a huge food exposition staged recently in 
nearby Youngstown by the Century Food Markets 
Co., operating a chain of 18 stores. 
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For higher line speeds... 


choose the crown 
with the smooth underside 


Which crown runs fastest? You can tell . . . right at your desk. Take several crowns, in- 
cluding an Armstrong Crown, and feel their undersides. Only one of them is smooth— 
it’s Armstrong’s—you cant miss it. 

You feel that smoothness because Armstrong’s Hi-Speed Crowns are burr-free on the 
underside. So they flow faster to the crowner head .. . reduce skips and hangups . . . give 
you a faster bottling operation. 

You can prove this extra speed with a test run, and we'll be glad to help set it up. For 
more information, contact your nearest Armstrong office or 

write Armstrong Cork Company, Glass and Closure Divi- 
sion, 5510 Coral Street, Lancaster, Pennsylvania. 


Armstrong’s Hi-Speed Crowns 


Western Representative: JOHN MULHERN CO., 
San Francisco 24, Los Angeles 23, Seattle 9 
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You Don’t Have to Invest a Penny 


IN CAPITAL...-RENT..-0or UPKEEP 


CARDOX Supplies the Tan 


It’s a fact! You can save money, improve and 
simplify your operations with CARDOX Bulk 
Liquid CO,—and you don’t have to pay 
@ penny in capital outlay, equipment rental or 
maintenance expense. All you pay for is the 





Philadelphia + Jersey City * Detroit + Boston 
Chicago * Milwaukee « Phoenix « Los Angeles 














is now available 
in most principal cities 


DRY ICE DEPOTS AT: 





San Diego * Oakland 








to Get the Benefits and Savings of 





k=—Installs the System 
—and Maintains it for You* 


CARDOX CO, you actually use —at the very 
reasonable rates established in your contract. 


We install the CARDOX System of Bulk 
Liquid CO, Delivery and Storage. We handle 
and pay for all normal maintenance. 
CARDOX CO, is delivered by our own tank 
trucks when you need it and simply pumped by 
the ton into the CARDOX Storage Unit at 
your plant. 


Hundreds of plants now using the CARDOX 
System would consider no other! They know 
from actual experience that it saves labor— 
reduces CO, consumption and losses —elimi- 
mates servicing interruptions — simplifies 
handling and cuts costs all along the line. And 
they like the prompt delivery they get from 
CARDOX’ facilities in principal cities. 


Find out how easy it is to switch over to 

CARDOX Bulk Liquid CO, — the System that 

will modernize bottling plant operation. 

WRITE AT ONCE FOR FULL PARTICULARS. 

*Based upon reasonable consumption requirements. 
CARDOX Storage Units may also be purchased, if 
you prefer. 


CARDOX CORPORATION e BELL BUILDING e CHICAGO 1, ILLINOIS 


Liquid CO, Supply Depots at: Norristown, Penna. Suffolk, Va. St. Louis, Mo. Barberton, Ohio 
Dearborn, Mich. Oakland, Calif. Los Angeles, Calif. San Diego, Calif. Phoenix, Ariz. Cabin Creek, W.Va. 


MODERN 


(The first of a series of three articles) 


By LYNN E. LaGARDE* 
Engineering Department 
The Coca-Cola Company 


DW wx I was invited to discuss the subject of 
material handling in your bottling plant, I could 
only approach the matter from a factual engineer- 
ing viewpoint and mathematical analysis—not from 
a standpoint of policy. I feel that this should be 
borne in mind throughout our discussion. 

The advent of machinery and its impact on our 
industry is one of paramount importance, particu- 
larly in these days of increasing costs and high over- 
heads. It is a problem to which we should address 
ourselves most diligently, and its application to our 
industry is a problem to which every bottler and 
production man in this room should be ever seeking 
an advantage. 

Indeed, the way we now tackle this growing prob- 
lem of mechanical application vs. a shortage of ex- 








Fig. | 


perienced manpower seems likely to be the final test 
of survival in our highly competitive market. 

Gone are days when high profits could be expected 
from the sale of our product, and now with our 
profits seriously reduced, we must look for and take 
advantage of every saving that can be made in the 
handling of our product. 

First, let us look at our package. (Fig. 1) It is 


* Based on a lecture made before the 1953 Session of the 
1. B. C. B. Plant Training course. Reprinted by permission 
of The Coca Cola Co. 
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MATERIALS 
HANDLING 


a 24-bottle case of soft drink beverages, and it 
weighs, when full of fulls, from 35 to 45 lbs., de- 
pending on the size of the bottle and the depth of 
the case. With empties in this case, it weighs per- 
haps 27 to 35 lbs. Now you may ask yourself why 
we go to such pains to examine the weight of our 
package. It is, of course, because it is the constant 
repetition of handling these loads that makes up the 
process of a bottling plant, and any saving we can 
make in either the weight of the load or the number 
of handlings will result in a reduction in effort and 
perhaps in a saving of labor. One other factor that 
is becoming increasingly important in our highly 
competitive labor market is the amount of weight 
that must be lugged—yes, lugged— (because we 
have a heavy package in comparison to the bread 
salesman and laundry salesman), and any reduction 
in the labor of case handling will result in an easier 
job and more satisfied employes. 

I can hear you saying this is perhaps making a 
mountain out of a molehill and that when you were 
a boy you thought nothing of handling 500 or more 
cases of your product in a single day. But that was 
when you were a boy, and times have changed. We 
must now consider our package in terms of ease of 
handling and keeping our employes happy. What 
is the use of training a salesman if we are to lose 
him because our package is too heavy? 

Assuming that a salesman would handle 250 cases 
in a single day, he will handle a total weight of 8 
to 10 tons in the course of carrying his fulls to the 
outlet and replacing in his truck a corresponding 
number of empties. So any weight reduction of our 
package will ease the job of our salesmen, and in 
the same way make the job of handling easier for 
our bottling plant employes. 

Now let us study our bottling plant. 

In order that we may properly evaluate the need 
for mechanical equipment it will be necessary for us 
to examine in some detail the overall bottling plant 
picture. To accomplish this, I intend to divide this 
discussion into four major parts. (Fig. 2). 





CASE HANDLING 


1. Production plant systems 

2. Warehouse systems 

3. Equipment 

1. Miscellaneous materials handling 


a. Crowns 
b. Caustics 
c. Cartons 
d. Cases 
e. Bottles 
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What goes into each composition cork 
disc used in CCS Crowns? The answer is 
easy...a little granulated cork...a 
little binder .. . and a double measure of 
that priceless ingredient ... EXPERIENCE. 


Crown originated the composition cork 
liner and has been making them longer 
and in far greater quantities than anyone 
else in the business. But what really 
counts most is what this Company has 
learned about making cork disc liners 
through the years. 


Should you visit our plant, we could show 
you how we make our cork rods and 

slice them into discs. . . the scientific 
quality control methods we use at every 
step of manufacture. But nothing could 
be more impressive, more convincing than 
the fact that Crown turns out composi- 
tion cork discs by the billions... and all 
with the identical qualities that guarantee 
trouble-free, dependable sealing. Crown 
Cork & Seal Company, Inc., Originator 
and World’s Largest Maker of Crown 
Corks, Baltimore 3, Maryland. 


Year after year, 


more CCS Crowns are used than any other kind... 


This Company’s many years of experience . . . tremendous 
manufacturing facilities... completely new litho plant... 
unrivalled service organization . . . assure you of greater sat- 
isfaction when you use CCS Crowns. Whether your require- 


ments are large or small, it pays to deal with CROWN, 








st important thing in this carton 


is Satisfaction 


Crown manufacturing plants att 
BALTIMORE ¢ ST. LOUIS « DETROIT 
SAN FRANCISCO « LOS ANGELES 


BIRMINGHAM (Leeds, Ala.) 
now under construction 


Branch Warehouses 
Throughout the Nation 

















ALL COMPARTMENTS SAME HEIGHT floor to roof .. . 
result: faster loading and unloading whether by hand 
or fork truck, ond more efficient warehousing. 

Advanced load-working features . . . superior engi- 
neering . . . streamlined eye-appeal . . . all-steel 
strength . . . Hesse ‘‘Hi-Low’’ bodies do a better job 
for soft drink bottlers! Easy-sliding doors, hinge doors 
or no doors, also curtained; other options. 




















Ideal for faster, easier beverage operation 
. . « BIGGER DAILY VOLUME PER TRUCK! 


SMOOTH FLOW OF PRODUCT from warehouse to truck 
to customer is boosted to a new high by use of Hesse’s new 
“Hi-Low” body. It means maximum efficiency in your plant 
as well as on the route! Bottlers everywhere are finding they 
get big profit increases from this revolutionary improvement 
in beverage body design: 


More stops can be serviced per day, faster and easier, so you get 
better earnings per truck week in and week out. 


Pz) You get the utmost in savings of time and labor with hand-loading 
or pallets. All compartments are the same height so there’s no 
waste of warehouse space or time in making up short stacks to go 
over wheel boxes, then hunting them out and matching them to 
the proper compartments in the body. 


3 Driver-salesmen stay happy and neat looking because they can 
reach every case without strain, thanks to Hesse’s folding Retracto- 
Step running the full length of the body on both sides. It gives 
wide footing; both hands free. Held securely while truck is moving, 





the steel step comes down at driver’s touch; safety device prevents 
driving off while it’s down; easily removable for tire changing. 


© Straight floor, entirely above the wheels from front to rear, saves 
the cost of altering the chassis and other structural complications. 
That means you get more for your money in first cost AND you 
get more when you trade in or sell your truck. Also, the body 
can be easily transferred to a new chassis. 


your exact requirements. 


1720 Cherry St. © Kansas City, Mo. 


Write Today for full information and. prices or phone collect to discuss 








See How HESSE “HI-LOW” BODY with Retracto-Step* 
SAVES You Money . .. MAKES You Money 








Also Hesse DECK BODIES 
with famous UNDER-DEK Doors 


For complete protection of the load, 
tops in neat appearance and adver- 
tising display along with speedy 
servicing of route stops, investigate 
the Hesse “Under-Dek” body, the 
time-proved favorite of those who 
prefer deck-type bodies. Light, free- 
sliding doors on each case section 
raise at a touch, glide back into the 
body. Truck can be operated with 
all doors open when desirable; can’t 
jog shut. Every case easily reached 
from street level. All case runs go 
clear across the body, with no-jam 
runners. Superior engineering, 
all steel! 











CHOICE OF DELIVERY: Either Pallet or Deck bodies 
available to meet any requirements. Mounted on your 
chassis while you wait, held for pick-up or delivered; 


also shipped knocked down. cARRi4 


*T.M. Reg; Pat. Pend. q 
aA 
4 PS 
ae BA.4212 


Building Better Bodies Since 1897 


HESSE CARRIAGE COMPANY 


1. The case handling systems in our bottling 
plant. 

2. The case handling systems in our warehouse. 

3. The equipment that we shall use both in the 
plant and out on the routes. 

4. What I call the miscellaneous materials hand- 
ling which compose crowns, caustic, cartons, 
cases, bottles. 

These are the four major items of discussion. 


Now, firstly, the case handling system in our bot- 


tling plant. Perhaps in this discussion we should 
include the entire bottling and packaging opera- 
tion, which is the production of our product, as this 
is still a material handling problem. 





CASES PER MAN-HOUR 


1. Production Efficiency 
2. Quality 











Fig. 3 


Now the yardsticks generally used and accepted 
in our industry for increased production efficiency 
are: 

1. Cases per man hour, or the percentage of time 

a unit actually operates over a scheduled period 
after allowing for all stoppages. Ninety-seven 
per cent is considered a good figure for running 
time, and many of you in this room will op- 
erate with a consistent performance as high as 
98%. 

2. Cases per man hour, always bearing in mind 
the necessity of producing a quality product. 
(Fig. 3.) 

Any consideration of man hours eventually works 
down to the number of employes required. With 
these two yardsticks in mind, it is in order for us 
now to study typical production layouts of various 
sizes and speeds. It will be worthwhile to examine 
these layouts .based on the actual experience of 
others. In these studies we will discuss only: 

1. Direct bettling line labor—not including the 
labor that is incurred in syrup, crown handling, 
and other miscellaneous materials 
that will be deceit with later; 


handling 


i) 


. The necessary labor to insure product protec- 
tion—obviously, if too few men are used qual- 
ity may be sacrificed; and if too many men are 
used costs will be too great. 

It is these two factors, together with the physical 
amenities of your plant, that must be kept in mind 
when comparing these illustrations to your plant. 

Fig. 4 shows an idealized 60 to 80 b.p.m. unit 
requiring one-man loading the washer; one empty 
bottle inspector, who also assumes responsibility for 
the front end of the washer and the filling unit; one 
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Fig. 4 


full bottle inspector ; and one man at the accumulat- 
ing table. This man can also handle carton packing, 
and it is presumed that at this speed he can handle 
stock on platforms to and from the stock area. In 
the case of multiflavor plants, it must be assumed 
that the preliminary sorting labor for the mixed 
bottles is accomplished as a secondary operation. In 
a layout of this type, experience has proven that a 
total of four men is the minimum requirement for 
a production rate in this speed range. 

This is a layout for 100-120 b.p.m. unit and re- 
quires: one man loading the washer; one empty bot- 
tle inspector, who, with a proper machine layout, can 
also supervise the front end of the washer and fill- 
ing unit; one full bottle inspector; and one man 
packing cases and cartons. It is presumed that one 
man is required to bring the empty goods up to the 
conveyor feeding the washer and to return the full 
goods to the stock area. This man will also handle 
the cases of empty goods on to the conveyor and 
stack full goods. At this production rate, a mini- 
mum of five men is required. (Fig. 5.) 

This is a 140-160 b.p.m. unit and employs one 
man loading the washer; one empty goods inspector 
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who is also responsible for the front end of the 
washer; one filler and crowner operator; one full 
bottle inspector; and one case and carton packer at 
the accumulating table. It is probable that the use 
of a case packer and an automatic bottle inspection 
machine would be of some advantage in replacing 
these two men. The method by which this dollars 
and cents advantage can be definitely established 
will be shown a little later. (Fig. 6.) 


Fig. 6 

One man is also required to handle empty and 
full cases. The labor for moving platforms from the 
conveyor to the stock room and vice-versa may re- 
quire one further man, and will depend largely on 
the layout of your stock area, and its relation to the 
production unit. This is a matter that can only be 
accurately determined in your particular plant. A 
minimum of seven men is required at this produc- 
tion speed and with the equipment as shown here. 

Now, let us take the same b.p.m. speed and see 
the advantage that automatic mechanical equipment 
replacing the visual full goods inspector and the 
manual case packer offers us. (Fig. 7.) 


Fig. 7 
(Continued on Page 47) 
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Leaders Rely on... 


RIVER RAISIN 
PLASTIC COATED 


ATTRACTIVE * DURABLE 
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Cases that GO PLACES — 


RIVER RAISIN 





A COMPLETE 
LINE OF 
STRONG CASES 


for 
SOFT DRINKS 

















ABRASIVE PROOF 


Protects all outer surfaces of 
carrier. 





1. 24-Bottle Take-Home Baverpge 
Carrier. 








PROTECTED 
CLEANING SURFACE 


Can be cleaned repeatedly with- 
out damage to exterior surfaces. 
Cleans easily with wet cloth 
and detergent. 














Carriers. 


6. 4-Cell Case to hold four it 








BEAUTIFIES 
ae Brig tangs four 
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oa Pipe pea 0 . Smooth .. . Glossy . . . Clean 
be run over automatic equipmént 9) ... Enhances appearance of 


printed carrier. 








DURABLE 





Sturdy . . . Economical .. . 
Makes More Trips. 
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and come back LIKE NEW. 





PLASTIC COATED CASES 


COLORS: 


® STANDARD 
© WHITE 
© YELLOW 
SOLID FIBRE BOARD 


All River Raisin cases are avail- 
able in standard color, white or 
yellow high-test weatherproof 
solid fibre board with printing 
to your specifications. River 
Raisin Soft Drink Cases are 
rugged... they give maximum 
trippage ... More RETURNS for 
your money. River Raisin “ONE 
CALL FOR ALL” experts can 
solve all your container prob- 
lems. 


River Raisin has the country’s 
most complete line of superior 
quality soft drink cases. The 
many years of valuable ex- 
perience gained by our design 
and production experts are at 
your service to efficiently and 
economically solve your con- 
tainer problems . . . as con- 
venient as your telephone. 


(Prices, specifications and samples 
upon request.) 
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Strut Style, Open- Top, Full-Depth 
Case. 
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- Open-Top, Wire-Rim, Full- 
Depth Case. 
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"C”’ Style Closed-Top Full-Depth 


Case. 








\”’ Style Strut Closed-Top Full- 
Depth Case. 










































Main Plant, Monroe, Michigan 
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The River Raisin Paper Company 
now has four plants, manufacturing 
corrugated and solid fibre shipping 
cases, packaging materials and 
specialties, corrugated and solid 
fibre sheets—1910, Home Plant at 
Monroe, Mich.—1935, Plant at 
Cleveland, Ohio—1936, Plant at 


Washington, Pa.—1954, Plant at 
Sharonville, Ohio (greater Cincin- 
nati). 








MONROE, MICHIGAN 


Branch Plants. . . 
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Distributed by . . . 
' WYLIE & DAVIS «+ Sales Offices in 
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CARPENTER PAPER CO. « Sales Offices — 
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DILLARD PAPER-CO. « Sales Offices. 


INLAND CONTAINER, INC. 
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(Continued from Page 42) 





This layout is identical to the preceding one 
except for the added equipment. We now have one 
man loading the bottle washer, one empty bottle in- 
spector, one filler and crowner operator, one man 
handling empties, and full goods, and one stock room 
man assisting this operator. We now have a total of 
five men instead of the seven previously required for 
the same production speed. 

Before we consider installing a new piece of 
automatic equipment to further mechanize a pro- 
duction unit, we must definitely establish the actual 
savings in manpower, or potential increase in 
hourly production; also, accurately establish the 
dollars and cents saving that is offered by the in- 
vestment. Let us replace the full bottle inspector 
and substitute a fully automatic bottle inspection 
machine. 

Too frequently, in the past, the choice of a ma- 
chine has been dependent on factors that are not 
economically justifiable, but rather on caprice; or 
possibly because the decision was left to the judg- 
ment of some person not qualified to assess properly 
the factors involved. It is my firm belief that be- 
fore installing a new piece of expensive equipment 
to mechanize further any bottling line, we must de- 
termine the exact amount of savings in manpower 
that are offered, or alternatively, the potential in- 
crease in hourly production. (Fig. 8.) 

The fact that we have chosen the bottle inspection 
machine for our analysis is merely because on this 
particular machine the maintenance figure can be 
accurately established. This analysis will equally 
serve for a case packer, an uncaser or case unloader, 
or looking a little into the future, for a fully auto- 
matic case palletizing machine. 

Here are the factors that must be borne in mind 
in analyzing “man vs. machine”. Applying familiar 
terms to these figures, we find costs of about % of 
a penny for visual inspection and 1% of a penny for 
automatic inspection. 

Let us now return to our study of bottling equip- 
ment layouts and examine a larger b.p.m. unit and 
count noses once again. (Fig. 9.) 

Here, for an operation of 180-240 b.p.m., we have: 
two men feeding the washer; two empty bottle in- 
spectors; one filler and crowner operator; one man 
supervising the inspection machines and case packer 
(this man will also inspect and make up cartons) ; 
two men handling cases; and one stock room man; 
or a minimum of nine men. Now let us see if there 
is any advantage in installing an automatic uncaser. 

We now have one man supervising the uncaser 
and carton packing and carton inspection operation; 
two men for empty bottle inspection; one man for 
filler and crowner and one man supervising the full 
bottle inspection machines and caser; two men 
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many Staples ano Sines 


...BUT ALL ANCHORGLASS BOTTLES 
HAVE THE SAME QUALITIES 


Anchorglass® Beverage Bottles 
are available in all standard styles and capaci- 
ties, plain or stippled, with or without ap- 
plied color labels. ‘The Anchorglass bottle at 
right with ACL decoration is a 10 ounce size. 


HEY are uniformly strong, tough, dependable 

lightweight glass bottles—high in chemical dura- 
bility, accurate in capacity, with smooth fire-polished 
finishes. They are designed to withstand the knocks of 
modern high speed production lines, handling and 
transporation. 


Anchorglass bottles are the result of practical engi- 
neered designs, careful selection and control of raw 
materials, uniform distribution of glass, precise tem- 
perature control in annealing and thorough quality 
control through laboratory tests and regular inspections. 


Anchorglass bottles are available in crystal, amber 
or green glass, with or without permanent applied 
color labels. Let us send you samples for test purposes. 


GLASS CORPORATION 
LANCASTER, OHIO 
* 


AR [ it | y i | CK) N a The Most Famous Name in Glass 
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Here is a partial list of services Dr Pepper bottlers use 


TO CREATE RECORD 
Dr Pepper SALES 














MACHINE vs MAN 
Cost of Machine 


(Incl. Installation & Delivery )................ $8,200.00 
Maintenance per year -...cccsicccssscsscsessersssonseoe 558.00 
SE ON TO OIE noses ctorice 2,392.00 
Fringe benefit costs per Year .....ccccccessun 478.40 


Visual Automatic 
Inspection Inspection 
Direct labor cost per hour..$ 1.15 ~ 
Fringe benefits per hour 


- 





ee ey) Eee .23 — 
Total labor Costs 0... 1.38 -— 
Maintenance cost per hour... oe 
Depreciation cost per hour 

to”) RRR aa 39 
Total cost of operation 

“gp Can 1.38 .66* 
Total cost of operation 

per day (8 hour) ....ccccco- 11.04 5.30 
Total cost of operation 

per week (5) .......... ease 55.20 26.50 
Total cost of operation 

per year (52)... ne 2,870.40 1,378.00 
Saving PEF Year o....cccceccsennn $1,492.40 


Rate of annual return on capital invested 
8,200/1,492.40 8.20% 

Years to liquidate Investment — 5.49 years. 

If money borrowed :— 

Years to liquidate loan (5% interest )—6.69 yrs. 


Visual Automatic 
Cost of inspection per case ..... .0048 .0023 
*Approximate only — taxes not applied 











handling and stacking cases; 
or a minimum of 8 men. 
installing the automatic uncaser. 


Fig. 8 


ability that in the lower end of this speed range 
this figure could be reduced one man by omitting 
the uncaser supervisor and permitting the man 
superintending the inspection machines and packer 
to perform this duty, together with the carton pack- 
ing and carton inspection operation. (Fig. 10.) 


Fig. 9 


one stock room man, 
A saving of one man by 
There is a prob- 
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The Finest Beverages 
ip , in the World 
So far, we have taken a given layout and estab- Ride HERMANS I 


lished the minimum number of men required to 





operate this layout—let us now reverse our ap- 


oe 


proach, using the same number of men performing | — se 


Sid YS é oF ie § : x a eR ———, 

: rs ree a8 =< 
the same duties and see whether we cannot increase a = Pei ade - . a 7 - 
production without adding to our payroll cost. : ee | oe Ld | Bigeiia iv 

= 
hs 


Bo SS ee 


Here we have exactly the same number of men as Eee us Ee minrrere : a 
| See . Z\° ~ . . 








YOUR CHOICE We are judged by the company we keep . . . and just 


OF DECK look at the companies we keep—happy! 


OR PALLET : ’ 
BODIES HERMANS give more in performance, profit, and econ- 


omy, plus matchless styling and practical design. 
Beautiful HERMANS are “Rolling Billboards” that ad- 
vertise the goodness they carry. 


More Borr.ters Us—E HERMAN BopiEs THAN ANY 
Fig. 11 \) OTHER Kinp . . . There Must be a reason—send 
today and find out how profitable it can be for You 
above and exactly the same amount of mechaniza- vy to use HERMANS too! 
tion, but with production equipment of a capacity SEE THE HERMANS AT THE A.B.C.B. CONVENTION 
of 300 b.p.m., we have achieved greater cases per | < ; BOOTH 1119 


man hour by using the top efficiency of the operators 
rT leleke® Wace]. FNS 
ST. LOUIS 10, MO. 
FRanklin 1-5300 ‘ HERMAN BODY COMPANY 


4400 Clayton Avenue 
St. Lovis 10, Mo. 


Please send me without obligation ... literature on HERMAN Bottlers’ Bodies 











without increasing our labor costs. (Fig. 11.) 
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This informative article covering the impor- EST aut.stee., Att- 





tant subject of Modern Materials Handling Coble Address HERMANBODY ss .  .: 
will be continued in subsequent issues of the , HAN ~ il OS 
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Sparkling clean 
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more sales! 
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DIAMOND 






Think of how tempting your product can look when put in 
bottles that really sparkle. And bottles washed with DiaMonp 
Hi-Test* Alkali No. 3 do just that. This highly effective 
cleaning compound gives you the utmost in low-cost 
cleaning efficiency. 

Diamond also has the answer to clean, sanitary equip- 
ment. It’s DiaMonp Clipper Cleaner*. This versatile equip- 
ment cleaner and Hi-Test Alkali No. 3 for your bottles 
give you peak cleaning performance at a minimum of deter- 
gent inventory and cost. 

Better cleaning results can be yours by calling your 
nearest Diamonp Sales Office for information on these and 
other Diamonp cleaners, or writing DiAMOND ALKALI Co., 
300 Union Commerce Bldg., Cleveland 14, Ohio. +® 


DIAMOND ALKALI COMPANY 


CLEVELAND 14, OHIO 








| 
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CAMERA 
HIGHLIGHTS... 


MOBILE MUSICAL CAROUSEL 





The James Vernor Company, Detroit, producers of Vernor’s 
Ginger Ale, are successfully promoting the sale of their 
product at food stores and at special events through the 
use of a mobile Musical Carousel. Children are given a 
free ride after they have purchased either a two-bottle or 
a six-bottle pack of Vernor’s Ginger Ale. As a rule the 
carousel spends an entire day at one location and has 
proved very popular. It can hold eight children upon 
eight small, brightly painted ponies. The carousel is 
towed to locations by means of a Vernor panel truck. 





VISITORS FROM JAPAN 





To acquire information concerning modern techniques of 
production and raw materials, Harry Ushiyama, president 
of the Hollywood Cosmetic Company, Inc., of Japan and 
Hollywood and Mrs. May Ushiyama, who operates the 
most exclusive beauty salon in Japan, recently visited the 
New York office of H. Kohnstamm & Co., Inc. producers of 
certified colors and flavors. From left to right: Henry Ma- 
suda, Si Slovitt, export manager, Harry Ushiyama, Mrs. 
May Ushiyama, Louis J. Woolf, president, H. Kohnstamm 
& Co., Inc., Nery Mendoza, export department. 
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COTT FLIES HIGH 


i 


SCOTT 10 0 comm 


Every day thousands of thirsty beachgoers read the mes- 
sage: “It's Cott to be Good!” Seven days a week during 
the summer season, the Cott airplane, trailing a streamer 
with the well-known slogan, flies over the most popular 
beaches in the Metropolitan New York area. This aviation 
phase of advertising for Cott rounds out a program which 
includes large space ads in newspapers and magazines, 
billboards and painted signs in areas where the popular 
beverages are sold, and a heavy radio and television 
spot schedule. 








TO STUDY NEW MARKETS 





Commander Edward Whitehead, president of Schweppes 
(U.S.A.) Ltd., returned to the United States to explore the 
possibilities of adding new products to the line of 
Schweppes beverages already bottled and distributed 
here. Commander Whitehead will supervise the further 
expansion of Schweppes products in this country. Import- 
ing the basic ingredients from England, Pepsi-Cola Com- 





le pany under a special arrangement with Schweppes now 
le bottles and distributes Schweppes products in all major 
of markets in the United States. It is interesting to note, that 
i in addition to his executive duties, Commander White- 
5. head is the central figure of all Schweppes advertising. 
n 
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DAD’S has developed for its bottlers 
































12 oz.—6 bottle cartons 


Actual sales records prove it! DAD’s is meeting can com- 
petition squarely with new NO DEPOSIT—NO RETURN 
bottles. They show the customer the goodness she is getting, 
because they’re clear glass, brightly labelled. No deposits 
to pay—no return problems. 

DAD’s bottlers have no extra investments to make to meet 
can competition. With all the sizes— 12 oz., 32 oz. and 64 oz., 
they can offer more in quantity, more in quality, more in 
value—and get more customers! 

DAD’s bottlers have everything...both returnable and 
non-returnable glass...all sizes... both regular and the new 
sugar-free DIETRICIOUS DAD’S. 


























It’s sound business to own two or more. You just can’t lose. 
Today’s trend is strongly toward the very things DAD’S 
has pioneered—no deposit bottles—family sizes—firm 
market prices, and many, many others. Join this progres- 
sive family of DAD’S bottlers, and you’ll find one of the 
proudest, most secure and profitable opportunities for com- 
pany improvement you’ve ever known. Phone Western 
Union right now and dictate a collect telegram asking for 
more information about a DAD’S franchise for your area. 


DAD’S ROOT BEER COMPANY 
2800 NORTH TALMAN AVENUE «+ CHICAGO 18, ILLINOIS 



















Success stories like 
these are behind the 
big Bireley’s boom 





L ‘ i / ~~ 
ENTHUSIASM from Salt Lake City—‘‘I could get into 


outlets with Bireley’s even when they handled a competing 
orange drink. Bireley’s non-carbonated sales-plus gives you a 
story no one else has. There just isn’t any orange flavor quite 
like Bireley’s orange.” 


M. P. Duncan, Salt Lake City 





AMAZEMENT from Athens, Georgia—‘‘Frankly, Bireley’s 
sales amazed me. My trucks each averaged 125 cases per day 
after only four months. Now there’s no question in my mind 
about dealer and consumer acceptance of Bireley’s non-carbon- 
ated flavor line.” 


J. N. Rhodes, Athens, Georgia 
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SUCCESS STORY from Tacoma, Washington—‘I found 
out that Bireley’s distinctive features quickly obtained wide 
distribution and sales and actually improved distribution of my 
other soft drink products.” 

George Cincovich, Tacoma, Washington 





PROFIT- PICTURE from Danbury, Connecticut—‘‘Bireley’s 
pasteurized and non-carbonated angles got me more outlets... 
got me the take-home business I couldn’t get with my own 
flavors. This really helps me in the cooler months, keeps my 
routes profitable year round.” 

George Antous, Danbury, Connecticut 


Get in on the Big Bireley’s Boom! You can now bottle 
non-carbonated Bireley’s on your present equipment for as 
little as $175 conversion cost...and increase your volume as 
much as 80%. Write —or better still—wire or call collect to 
Bireley’s Division, General Foods Corporation, 1127 North 
Mansfield Avenue, Hollywood 38, California. 


BIRELEY’S DIVISION 


GENERAL FOODS CORPORATION 






























RING AROUND THE BOTTLE 





Ee GiFT SHOP 
tte ANAK, 








Sherry Bartels, a shapely visitor at Coney Island, checks 
the range before trying her skill at “One Ring Over”, 
one of the most popular games of chance this season 
along Surf Avenue, Coney Island, New York. The player 
attempts to toss wooden rings over necks of empty Coca- 
Cola bottles lined up in cases behind the counter. This 
game has long been a standby at carnivals across the 
country. 








ONE-CENT SALE AND SAMPLING 


a — 









A typical display at Combs Market, McMinnville, Oregon, 
with three attractive young customers sampling Bubble 
Up. Mr. Scovell, McMinnville Bottling Company manager, 
reports outstanding success with this campaign in western 
Oregon. 











National Bottlers’ Gazette 











200 exhibit Show; fine convention program 


covering major internal questions arranged. 








Show and Meeting All Set 


handling units, delivery equipment, 
and the thousand-and-one gadgets and 
ideas that make the soft drink indus- 
try interesting and exciting. 


Convention 


The main convention sessions will 












be opened on Tuesday, November 16, 
with the Governor of the host State 
as the opening speaker. He is the 
Honorable John S. Fine, a man who 
knows a great deal about the soft 
drink industry’s problems. When he 
was campaigning for election, Penn- 
sylvania bottlers were urging repeal 
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he 
Main building, Convention Hall, Philadel- 
phia—where most of the activities will | 
take place. 
| 
wt BUSINESS-WITH-PLEASURE  pro- tation and entertaining. And that’s 
gram worthy of the occasion — the the sort of program the A.B.C.B. Con- 
1954 International Soft Drink Indus- vention and Exposition Committee is 
try Exposition and 36th Annual Con- working out. 
vention of the American Bottlers of 
Carbonated Beverages—is rapidly tak- ’ Exposition 
ing shape. The big event, to be held 
in Philadelphia, November 15-18, is Consider first the annual Interna- 
expected to attract an attendance of tion Soft Drink Industry Exposition. | 
more than 7,000. The number of exhibitors already ex- | 
Holding the affair in Philadelphia ceeds 200, but the really significant 
requires that every convention-expo- factor is the amount of space these | 
sition activity be king-size, for more exhibitors are taking. Two huge sec- 
than half of the industry’s 5,600 tions of the Philadelphia convention fey h 
* plants are within overnight travel dis- hall have been sold out almost com- or 
r, tance. With these plants as a nucleus pletely, and there is talk of opening 
n 


Ad 
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from which to draw attendance, con- 
vention plans must be made for large- 
scale housing, programming, transpor- 





other areas. Spaces assigned provide 
for a full scale display including all 
that’s new in machinery, materials 
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Picture your product here... 


Efficiency, that won TOWMOTOR leadership, can cut your material handling 
cost. Let a TOWMOTOR Mass Handling Engineer analyze your needs, 
without obligation. 





TOWMOTOR 


THE ONE-MAN-GANG 








TOWMOTOR CORPORATION, Div. 62/0, 1226 E. 152nd St., Cleveland 10, Ohio 
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of their discriminatory soft drink tax. 
Governor Fine let it be known that 
he favored repeal. During the early 
months of his term, the tax was re- 
moved. With many State legislatures 
scheduled to meet next year, Gover- 
nor Fine’s viewpoint on the tax ex- 
perience of the Keystone state and its 
bottlers should be extremely helpful. 

The soft drink industry’s own 
Leonard M. Green, President of the 
Dr. Pepper Company, Dallas, Texas, 
will be the lead industry speaker at 
the opening general session. His will 
be another address in the bottler’s own 
language, about things the soft drink 
manufacturer questions and would like 
to have the answers. 


Wednesday 


Wednesday’s program at the con- 
vention general session will bring the 
association’s public relations program 
up for discussion, with the A.B.C.B. 
Research and Public Relations Com- 
mittee sitting as a panel to outline the 
many phases of the industry’s prob- 
lems and suggested solutions. Entry 
of new producers and new types of 
beverages into the picture add new 
public relations problems which re- 
quire careful handling. The PR Panel 
Session promises to provide a helpful 
guide to future policies of the indus- 
try and its components. 


Thursday 


At the final general session of the 
36th annual convention, packaging and 
marketing problems will be featured, 
with representatives of the glass and 
“an industries discussing the pros and 
cons of their respective containers. 
This session, it is expected, may an- 
swer many questions concerning the 
future position of returnable and non- 
returnable bottles, and of cans, in the 
soft drink industry of tomorrow. 


Entertainment Too 


The A.B.C.B. portion of the conven- 
tion-exposition entertainment pro- 
gram is being planned to include a 
Sunday night musical feature, a dance 
on Tuesday evening, and closing con- 
vention banquet on Thursday, No- 















































vember 18. Exhibitors will act as hosts 
at entertainment suites in their head- 
quarters hotels. Monday evening has 
been left free for get-acquainted par- 
ties by exhibitors, and on Wednesday 
there will be dinners and cocktail par- 
ties by some of the franchise compan- 


12s. 


For Ladies 


Three days of special events for 





The Bell that sounded the tocsin of liberty. 





ladies have been planned by the 
A.B.C.B. Convention and Exposition 
Committee. Included will be a sur- 
prise fashion show on Tuesday, a Mys- 
tery Tour on Wednesday, and a Ladies’ 
Day program which will start on 
Thursday with a luncheon and end 
with distribution of souvenirs and 
$500 in door prizes at the closing ses- 
sion of the International Soft Drink 
Industry Exposition. 


Specialized Sessions 


“Specialized” sessions, permitting 
more detailed treatment of topics im- 
portant to production, management 
and sales in the industry, will be held 
on Tuesday, Wednesday and Thursday 
afternoon. 

The first day’s session will be de- 
voted to production and packaging 
problems, the second to public rela- 
tions, and the third to point of sale 
advertising, and food store merchan- 
dising methods. 
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Sizzling sales ideas will be discussed 
by N. J. Leigh, Chairman of the 
Board of Directors, Einson-Freeman 
Company, Inc., Long Island City, New 
York, at a Thursday afternoon tech- 
nical session. Mr. Leigh will supple- 
ment his talk, ““Ten Case Histories of 
Successful Point of Sales Promo- 
tions,” with a presentation of new 
types of “in store” display material 
now contributing substantially to the 
daily cash receipts of super markets 
and retail stores in which self-service 
and “impulse buying” are critical sell- 
ing factors. 

A crusader on retail selling aids, 
Joe Leigh centinues his own pursuit 
of the elusive selling idea 14 to 18 
hours a day. He writes as well as 
speaks authoritatively. ‘Ideas, the 
Explosive Force,” and “How to Get 
the Most Out of Store Display,” 
among his widely circulated works, 
are “musts” for professionals as well 
as students of advertising and selling. 





“How to Meet the Food Store 
Criticism” is the title of a talk to be 





From ground level or birds eye view 
Philadelphia is big, impressive and full of 
attractions for the visitor. 





given by Larry Patterson, owner and 
manager, Pepsi-Cola Bottling Com- 
pany of Santa Ana, California, at the 
Thursday afternoon technical session. 

With the conviction that the indus- 
try must present a solid front for 
space requirements as well as for 
proper locations and proper types of 
beverage departments, Mr. Patterson 
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will point up results of store traffic 
surveys showing: traffic patterns; ef- 
fects of hot items on traffic patterns; 
survey of light traffic locations in 
stores; illustrations showing compari- 
son of gross dollars earned on various 
items to total of store’s gross volume; 
influence of store traffic on impulse 
items; trends in non-grocery items in 
markets; effects of wide aisles; im- 
portance of beverage department in 
right location; importance of proper 
type of beverage display; importance 
of unified presentation of convincing 
profit story based on comparison of 
gross dollars earned on beverages as 
compared to other items; importance 
of beverage industry wide study of 
grocery store marketing; importance 
of consideration of over-all beverage 
promotion and profit presentation to 
high level Chain Store and Super 
Market operators; summary to point 
up importance of unified approach and 
study of all the foregoing. 


Ladies Program is Completed 


Ladies who attend the Soft Drink 
Industry Exposition Convention will 
be royally entertained. The tentative 
program for the fair sex at the event, 
which is sponsored by the American 
Bottlers of Carbonated Beverages, has 
been completed. 

First on the merry-go-round of fun 
is a surprise fashion show scheduled 
to take place in the Ballroom of the 
Benjamin Franklin Hotel, Tuesday 
afternoon, November 16, at 1:30 P.M. 
This gala preview of coming fashions, 
to be staged by the famous Wana- 
maker department store, will be com- 
plete with background music and 
moderator. The “surprise” element to 
the affair is a feature which no Miss 
or Mrs. would want to miss. 

Mystery is the word for Wednesday, 
November 17. Ladies who enjoy the 
element of suspense will be taken on 
one of the three-hour mystery tours 
of historic points in and around Phil- 
adelphia. Perhaps they will see the 
Liberty Bell, Independence Hall, Car- 
penter’s Hall, the Betsy Ross House 
and other Revolutionary Originals. 
What they will see depends on “sealed 











CATERING TO THE NEEDS OF 
THE DISCRIMINATING BOTTLER 
FOR OVER 60 YEARS! 


“m/ *« 202. 
arti We have built our 


reputation on 


yy) (hag. Us PaO) Quality Flavors . 
Imitation 
k| i * CHERRY Let us show you 
: nip ge where our products 
ae * BLACK CHERRY fit into your sales 
souaq  "WAMI" 
=o (Reg. U. S. Pat. Off.) picture 


a * CREAM 
44h * LEMON 














It will not obligate 


Se 


Pa you to taste-test it 
FARA * LIME “croup” yourself! 
Fe aca (Reg. U. S, Pat. Off.) 
—a ig fa/jale 
o Pale Dry-Golden 


HE * GINGER ALE 


italta alta. 


fe @ aN Imitation 
RASS 
RS Sig > * GRAPE 

Niele S 

Nala! 
ahi * ORANGE “croun" 
(Reg. U. S. Pat. Off.) 

P it 1 


FOR YOUR OWN MARKET Send For A Free Sample! 
NEEDS... pocccee eee 


? WHITTLE & MUTCH, INC. 
A Complete Line 


176 York St., Philadelphia, Pa. 


Yes, send me a free sample of: 


PHILADELPHIA 33, PA. 


ESTABLISHED 1892. 
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orders” which the bus driver will open 
when his passengers are seated and 
ready to go. The time for this event 
is scheduled at 1:00 P.M. with busses 
leaving from the Bellevue-Stratford 
Hotel. 

First event on Ladies’ Day at the 
Exposition, Thursday, November 18, 
will be an unusual luncheon at Book- 
binder’s Restaurant, oldest seafood 
house in Philadelphia. Here the 
women will enjoy a delicious lunch as 
well as a unique floor show featuring 
Bookbinder’s famous hypnotized lob- 
sters. Those attending this noontime 





event will receive souvenirs to help 
them remember their good times. 

After the luncheon the ladies will 
be taken directly by bus to Conven- 
tion Hall for further Ladies’ Day ac- 
tivities. Each lady entering the Hall 
will receive an eye-catching souvenir, 
and will be in line for one of the fif- 
teen valuable prizes to be awarded 
during the drawings held at 3:30, 
4:15 and 5:00 P.M. The value of these 
prizes totals more than $500. The 
registered escort of the lady winning 
a prize will be given a $20 Stetson 
hat, provided he is in the Hall. 











P:R Unscrambling Table 


You can save time, money and bottles with the new P & R Unscrambling 
Table. This ruggedly constructed, simply operated feeding table reduces 
the time required by the loading operator — actually eliminates the need 
for one or more men if more than one is now engaged in the loading 
operation. Also cuts bottle breakage to the vanishing point. Attaches 
directly to soaker loader. Foolproof — nothing to get out of order. Pays 
for itself in savings alone in 10 to 15 months. 


@ Handles all bottles up to 32 ounces 
@ Reasonably priced 


Write 
For Prices 
Today! 


@ Built to P & R's regular high standards 
@ Sure to satisfy 





P. O. Box, 1042 
Atlanta, Georgia 












ae following is a list of exhibitors 
who will show at the International 
Soft Drink Industry Exposition in 
Philadelphia: 


Exhibitors Booth No. 
A 

Acme Steel Company . 847 

Aidmon Bottle & Supply Co. 336 

The American Bottler . 731 

American Can Company 746 

American Coating Mills Division, 

Robert Gair Company, Inc. 740 
American Gas Company 118 
American Manufacturing Company 346 
American Partition Company ............ . 440 
Anchor Hocking Glass Corporation 818 
Armstrong Cork Company 841 
Artkraft Manufacturing Company 416 
Atlanta Paper Company .. 965 
Atlas Metal Works . 1047, 1049 
Atlas Tool & Manufacturing Co. 341 

B 

B-1| Beverage Company 1051, 1053 
Barq's Inc. . . 949 
Barrett-Cravens Company . 1257 
Barry-Wehmiller Machinery Company 911 
The E. Berghausen Chemical Co. 1011 
The Bevco Company, Inc. 726 
Bireley's Division 

General Foods Corporation 814 
Blue Seal Extract Co. 802 
Bottlers Appliances Incorporated 836 
Bottling Industry 1055 
Brockway Glass Company, Inc. 433 
Brookdale Laboratories 728 
Brown Manufacturing Co., Inc. 1151 
Buckner Equipment Company 446 
Burns Bottling Machine Works, Inc. 249 

c 

Calumet Coach Co. 306 
Canada Dry Ginger Ale, Incorporated 959 
Can-A-Pop 124 
Cardox Corporation 406 
Cen-Tennial Cotton Gin Co. 1240 
Central Tool Company Incorporated 1140 
Chain Belt Company 44| 
Champion Vender Company 145 
Chattanooga Glass Company 901 
Cherry Blossoms Manufacturing Company.. 195 
Cherry-Burrell Corporation 641 
Chester-Jensen Company 134 
Chevrolet Motor Division 1217 
Chocolate Products Company 418 
Chok-A-Fizz Products Co. 107 
Citrus Products Company 935 
Clark Equipment Company 1256 
J. L. Clark Manufacturing Company itt 
Clicquot Club Company . 835 
Cloverdale Spring Company 744 
The Coca-Cola Company 907 
Commercial Filters Corporation 121 
Consolidated Cork Corporation 940 
Consolidated Metal Products Co. 318 
Continental Can Company, Inc., 

Bond Crown & Cork Division 906 
Corn Products Sales Company 736 
Cott Beverages Corporation 333 
Cronstroms Manufacturing Company 102 
Crown Cork & Seal Co. 775 

D 

Decam Corporation 1232 
Dad's Root Beer Co. 723 
The Delaware Punch Company of America.. 705 
De Lisser Extract Co., Inc. 1009 
Diamond Alkali Company 737 
Diamond T Motor Car Company 1246 
The Diversey Corporation 806 
Dr. Pepper Company 929 
Dr. Swett's Root Beer, Bubble Up and 

O-So Grape Companies 610 








Dodge Division, Chrysler Corporation . 1243 


Bruce Dodson & Company ....................000-. 428 
Dostal & Lowey Co., Inc. 748, 849,855 
The Double Cola Company 823 
Dry Ice Converter Corporation 832 
E 
E. |. duPont de Nemours & Co., Inc. 141 
Empire Box Corporation 810 
G. C. Evans Sales Company 722 
F 
Filpaco Indusiries Inc., Filter Paper Co. 4\1 
Flavorex Company 606 
Foote & Jenks Incorporated 423 
Ford Division, Ford Motor Company 1229 
Frontier Manufacturing Company 402 
The Frostie Company .... 201 
G 
Gardner Board & Carton Co. 313, 317 
General Electric Co. .... 241 
General Hydro Co. .. 101 
General Vending Machine Corporation 301 
Get Up Beverage Co., Inc. 139 
Gideon-Anderson Lumber Company 1253 
Glenshaw Glass Co., Inc. 936 
The Goody Company 401 
The Grapette Company Incorporated . 701 
Green & Green, Inc. .. fi 844, 845 
Green River Corporation vee tne 
H 
The Herman Body Company 1119 
Hesse Carriage Company 1159 
Highway Trailers & Utilities 217 
The Charles E. Hires Co. 948 
Howard Refrigerator Co., Inc. 129 
Hurty-Peck & Company 1005 
W. H. Hutchinson & Son, Inc. 918 
I 
Ideal Dispenser Co. 1144 
Infilco Incorporated 1114 
International Harvester Company 1118, 1122 
J 
R. A. Jones & Co., Inc. 829 
The Julep Company 1010 
K 
Keenline Equipment Corporation 412 
Kinnaird Body Works 1149 
Kirsch Beverages 1237 
Knox Glass Bottle Company of Mississippi. 1014 
H. Kohnstamm & Co., Inc. 732 
V. & E Kohnstamm, Inc. 749 
Kol-Flo Kooler Co 628, 632 
L 
The Archie Ladewig Company 81 
Laurens Glass Works, Inc. 928 
J. F. Lazier Mfg. Co., Inc 648, 652 
A. J. Lehman Co. 1002 
Leslie Henry Co. 202 
Liberty Glass Company 953 
The Limex Corporation 135 
The Liquid Carbonic Corporation 1175 
Frank B. Lomax Company 622 
Lucky Club Company 146 
Ludford Fruit Products Inc. 1033 
M 
Majestic Siphon & Box Mfg. Company 729 
Marbert Products, Inc. 717, 719 
Mason and Mason, Inc. 1101 
The Mengel Company 715 
Merck & Co., Inc. 442 
Metal-Glass Products Company 1154 
George J. Meyer Mfg. Co. 1218 
Miller-Hydro Company 615 
Miller Manufacturing Company, Inc. 138 
Mills Industries, Incorporated 327 
Mission Dry Corporation 952 
Mojonnier Bros. Co. 1128 
Mold-Craft Inc. 112 
Morris Paper Mills 1006 
Mundet Cork Corporation 945 
My Pop's Root Beer Co. 105 
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NMetienal Com Carp. .n.ccccccsccscsccccccss.c..... (082 
National Cylinder Gas Company ................ 427 
National Fruit Flavor Company .................. 713 
National NuGrape Company ........................ 954 
National Rejectors, Inc........ ee ms 640 
Nehi Corporation ................ pasts 910, 914 
Nesbitt Fruit Products, Inc. . ae 
Niagara Bottle Washer Mfg. Co................... 127 
The H. R. Nicholson Co. ........ .. 745 
°o 
Oakite Products, Inc. 1045 
Obear-Nester Glass Co. 408 
Orange-Crush Company 922 
The Orange Smile Sirup Company 644 
Owens-Illinois Glass Company 944 
P 
Sid E. Parker Boiler Mfg. Company, Inc. 128 
Pepsi-Cola Company .. 840, 941 
The Permutit Company 1th 
The Pfaudler Co. 1159 
Chas. Pfizer & Co., Inc. 1417 
Polak & Schwarz, Incorporated 302 
Potter & Rayfield, Inc. 848 
Progress Refrigerator Co. 733, 735 
Pure Carbonic Company 1029, 1031 
R 
R. C. A. Beverage Equipment Division 627 
River Raisin Paper Company 340 
Riverside Manufacturing Company 902 
s 
S. and S. Products, Inc. 1013, 1015 
Salient Flavoring Corp. 636 
Sellers Injector Corporation 133 
C.O. & W.D. Sethness Co. 709, 711 
The Seven-Up Company 919, 923 
Solvay Process Division Allied Chemical... 434 
Specialty Engineering Co. 1017 
Spielman Company, Inc. 1142 
Spring-A-Way Displays 1250 
The Squirt Company 1158 
Standard-Knapp 1129 
Sugar Information, Inc 337 
Sunkist Growers 932 
Sun Spot Company of America . 1019 
Superior Chemical Products, Inc. 437 
T 
Terriss Div. Consolidated Siphon Supply.... 753 
Thatcher Glass Manufacturing Co 1105 
Timpco Beverage Bodies 140 
Tri-Clover Division of Ladish Company 312 
Tru-Ade, Inc. . 852 
True Manufacturing Company 117 
S. Twitchell Co. 931 
U 
Union Products Company, Inc. 110 
Union Sales Corporation 1150 
v 
van Ameringen-Haebler, Inc. 614 
Vendorlator Manufacturing Co. 405 
James Vernor Company 727 
Victor Products Corporation 323 
Virginia Dare Extract Company, Inc. 822 
Ww 
Walker-Wallace Division, A.P.V. Co. 438 
Warner-Jenkinson Manufacturing Co. 854 
Waukesha Foundry Company 80! 
Western Filter Company 74\| 
Westfield Sheet Metal Works, Inc 417 
Whistle & Vess Beverages Incorporated 618 
The White Motor Company 1137 
White Rock Corporation 424 
TheWhittle & Mutch, Inc. 1037, 1041 
The Woodstock Mfg. Company, Inc. 1035 
Work Saver Body Co. . 246 
Wyandotte Chemicals Corporation 831 
Y 
The Yale & Towne Manufacturing Co. 1209 
Yundt-Bottlematic Corp. 826 
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aS . Milwaukee plant specifies 
| 


a 1520 GPH Carbo-Cooler 










































Exterior view, new Milwaukee Pepsi-Cola plant. 


















Reliable high speed production of a stainless steel construction, cooling and 
quality carbonated product was the aim 
of the Pepsi-Cola Company in equipping 

* their new ultra-modern plant in the 

Milwaukee marketing area. Based on 


satisfactory experience with Mojonnier 


carbonating the product in a closed cir- 
cuit with all air excluded. Where oper- 
ated with conventional fillers, water is 
carbonated and cooled to 34°F, and with 
the Meyer Filler, the mixed product is 
cooled to 36°F. With these low, consist- 
ent temperatures fillers operate at their 


equipment over the years, Pepsi-Cola 
% specified a Mojonnier Carbo-Cooler to 
provide 36°F. Pepsi-Cola mix for a 270 
BPM Meyer Pre-Mix Filler. 
Refrigeration is provided by two 25 
H. P. compressors in packaged design. 
Mojonnier Carbo-Coolers are of all 


maximum efficiency. 

Mojonnier Carbo-Coolers are made in 
a wide range of sizes for all bottling lines, 
Further information gladly furnished 
upon request, 


MOJONNIER BROS. CO. 4601 WEST OHIO STREET CHICAGO 44, ILLINOIS 


Mojomue CARBO-COOLERS 


ALSO WATER COOLERS AND SYRUP COOLERS 
BE SURE TO STOP AT MOJONNIER BOOTH 1128, ABCB SHOW, NOV. 15-18, PHILADELPHIA. 












WT Nesbitt’s is as 
near as any one 


of our 9 warehouses 


You don’t Start 


from Scratch 
with NESBITT’S. 


Consumer 


Recognition 


is Already 
Established... 
Built by 

15 Years of | 
National 
Advertising 


FRANCHISE INQUIRIES FOR 
OPEN TERRITORIES INVITED 


NESBITT FRUIT PRODUCTS, INC. 


2946 East 11th Street, 
Los Angeles 23, California 
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LETTER TO THE EDITOR 


DEAR EDITOR: 


S vesy rookie ball player knows that 
he must keep his eye on the pitch or 
end up with a fractured skull. Yet 
many big leaders in our industry, in- 
cluding the National Association 
(ABCB), are nursing sore heads be- 
cause they haven’t kept their eyes on 
the bean balls pitched by makers of 
competitive products other than car- 
bonated beverages. The teams that 
scored most heavily this season came 
from powdered drinks, the Tea Insti- 
tute (iced tea), canned fruit ades, 
syrups, canned juices and other substi- 
tutes for good old-fashioned soda pop. 

The industry has had a few curves 
tossed at its “‘noggin” before, such as 
the dental-caries pitch, but the newest 
knuckle ball thrown at us implies that 
carbonation in beverages is harmful. 
Such vicious propaganda can have un- 
told effects on the public unless we 
take steps to counteract it. To prove 
the point, make an informal survey 
among your friends, neighbors and rel- 
atives. Ask them informally whether 
they believe carbonated drinks are 
healthful, or do they think that car- 
bonated beverages are harmful be- 
cause of the carbonation in the drink. 
Chances are the results of your survey 
will be as shocking as mine. 

Are we to be so naive as to believe 
that a few advertisements in medical 
and dental publications can neutralize 
the tremendous public damage _ in- 
curred when schools banned soft 
drinks? How will the public learn the 
real truth about soft drinks when we 
individually, or through our Associa- 
tion, fail to tell our story. 

If you haven’t observed closely the 
successful citrus fruit promotions car- 
ried out by both California and Florida 
Grower’s Associations you have 
missed a bet. Did you take notice of 
the Tea Institute ads; they managed 
to roll up consumer sales to unprece- 
dented heights by singing the praises 
of iced tea as a refreshing summer 
drink. It appeared to me that iced tea 
commercials were omnipresent on 
video and radio during hot weather 
days. Do we fully realize the inroads 


made by this industry alone. 

Now, with the powerful interests of 
the giant national food manufacturers 
backing powdered-type concoctions at 
ridiculously-low prices, sales of these 
drink mixtures have soared to unbe- 
lievable dollar volume. These inferior 
products zoomed only because of in- 
tense national advertising and promo- 
tion. Similar case examples can be 
cited for other competitive products to 
carbonated beverages. Our competi- 
tion knows how to chip off sizeable 
chunks of our per capita sales; do we 
know how to stop them? There is one 
answer— industry-wide cooperative ad- 
vertising, promotion and _ publicity. 
The very same tools our competitors 
are now employing so effectively. 

Veterans in our business no doubt 
can hear the echoes of a similar cry 
made some 25 or 30 years ago. Times 
have changed. We now live in an 
Atomic Age where methods of mer- 
chandising are as dynamic as nuclear 
fission. If we don’t take immediate 
steps to protect our industry from 
other forms of competitive drinks, it 
may be too late later. 

Don’t tell me we haven’t the leader- 
ship to organize this program of self- 
preservation. If we don’t have it with- 
in the ranks, which I doubt, we can 
get it. At the forthcoming convention 
let us demand, long and loud, for such 
a worthy program. This is an import- 
ant issue. Let’s skip the minor distrac- 
tions and watch the ball. 

It should be the cardinal duty of 
every member of the soft drink indus- 
try, and their national association, to 
fight for the share of business that 
rightly belongs to us and is now being 
drained away by competitors poaching 
on our sales grounds. This can only be 
done by dramatically telling our story 
through cooperative advertising to 
Mrs. Consumer that carbonated bever- 
ages are the best soft drinks of all. 

Let’s march on Philadelphia, No- 
vember 15, with a grim determination 
to help ourselves. 

JOHN J. COTT 
Cott Beverage Corporation 


New Haven, Conn. 
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e JOHN M. EASTMAN, formerly assistant adver- 
tising manager in charge of U. S. License department 
advertising, has been assigned to the administration of 
advertising plans for company-owned plant operations, 
and development of national campaigns, for the Canada 
Dry advertising department. L. J. LOMBARD, previ- 
ously sales promotion manager for Canada Dry opera- 
tions, has been named assistant advertising manager in 
charge of U. S. License department activities. 


e HOMER MURPHY has been appointed sales man- 
ager for Gair’s Angelus Paper Box division, Los Ange- 
les, California, according to an announcement made by 
Jack Hendricks, general sales manager of Robert Gair 
Company, Inc., manufacturers of folding cartons and 
shipping containers. 
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For a Better 
Buy 






Gaco Tufbilt 
Beverage Cases 


BETTER APPEARANCE . . . a difference you can see 

. is a part of every Gaco Tufbilt Beverage Case. 
Gideon's new Gaco paint process thins paint with 
heat rather than chemical thinner. This gives Your 
Gaco Case a completely solid finish for improved 
luster, durability. Send us your order today . . . see 
why Gaco Tufbilt Cases 


Specify 


LOOK BETTER 
LAST LONGER 


GIDEON - ANDERSON 


CIDEON MISSOURI 


Standard 
replacement ports. 
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| Sweetest profit franchise in bottling today 


@ MILTON A. NIX, appointed as a special sales rep- 
resentative by William T. May, Jr., vice president in 
charge of container operations at Robert Gair Company, 
Inc., New York. Mr. Nix will be located at Gair’s Ohio 
Corrugated Box Division, Cleveland. 


e EMIL M. HOWE has been elected to the office of 
vice president in charge of sales, Pump Division of the 
Waukesha Foundry Company, Waukesha, Wisconsin. 


e HENRY C. TIEWS, veteran brewery production 
man, has been promoted to production manager for the 
Bound Brook, New Jersey plant of the American Parti- 
tion Company, a division of Clinton Foods, producers 
of packing partitions. 


e ROY T. ORR, who is well known in the insecticide 
industry, has joined the Knox Chemical Co., Chicago 11, 
Illinois, manufacturers of industrial insecticide products. 
He is a specialist in insect control and until recently 
was sales manager of the bulk insecticide division of the 
Diversey Corporation. 


® ANDREW M. TOFT and ALLEN C, STALEY, Jr. 
have been elected executive vice presidents of National 
Can Corporation, it was announced by Robert S. Solin- 
sky, president. Mr. Toft has been vice president of 
National Can and was formerly vice president and gen- 
eral manager of Can, Inc. Mr. Staley brings to National 
Can 25 years of varied experience in the can and can- 
ning industries, coming from the position of assistant 
general manager of sales of the American Can Com- 
pany. 








Says Arnold Sherwood, 


Orange KIST Bottling Co., Momence, Illinois 


"KIST has helped me find the answer to rising 
costs in bottling today---increased volume. 
In fact, my volume went up 36.7% in '53. 


chise. 


plan. 





Write for details, samples, territories—Citrus Products Company, Il E. Hubbard St., Chicago 11, lil. 
Or, phone us collect wherever you are—WHitehall 4-5470 


"T increased my volume 36. 
with KIST last year" y A 


"As a result, I can't recommend a KIST fran- 
chise too highly for any bottler who wants 
to build a really profitable, 
The KIST people price their concen- 
trates fairly and back their bottlers with a 
complete, tied-in, year-round sales promotion 
And they're always ready with personal 
help on sales and production problems, too." 





Atlanta Paper Appoints New Orleans 
and Cuba Sales Representatives 

Atlanta Paper Company has made known the ap- 
pointment of two new. sales representatives—one 
in New Orleans and the other in Cuba. New Orleans 
representation will be handled by H. Robert Corder, 
associated with C. Horton Smith Co. This new Or- 
leans Company has set up a separate division to 
handle Atlanta Paper Company sales for Bottle 
Master Cartons for soft drinks and beers, as well 
as for folding cartons. 













H. ROBERT CORDER RENE S. CASTELLANOS 





Cuban representation for Atlanta Paper Company 
will be handled by Atlantic Chemicals, S. A., Havana, 
headed by Rene S. Castellanos. 
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KLEE APPOINTED BY 
PFAUDLER COMPANY 


Appointment of William H. 
Klee as a vice president of 
the Pfaudler Inter-Ameri- 
can Corporation was an- 
nounced. This appointment 
will place Mr. Klee in 
charge of sales in a new 
territory which includes 
Florida, Mexico, Central 
America, northern coast of 
Soutk America and the 
Caribbean Island. Head- 
quarters at 8827 Byron Ave., 
Miami Beach, Florida. 


PERMUTIT APPOINTS 
ADVERTISING MANAGER 


A. McLean Freeman has 
been appointed advertising 
manager of The Permutit 
Company, New York, man- 
ufacturers of water condi- 
tioning equipment, accord- 
ing to Henry W. Foulds, 
president of the company. 
Also announced was the 
appointment of William 
Renner Feik to the position 
of assistant advertising 
manager. 


HARRY BIXBY OF 
CONSOLIDATED CORK 
RETIRES 


Harry Bixby. long a sales 
representative of Consoli- 
dated Cork in Florida, has 
announced his retirement 
from the company. Mr. 
Bixby has been in the 
crown industry since 1901 
and had been selling 
crowns since 1927. He has 
been active in Florida 
since 1913. 


DON H. HAYS NEW 
BRANCH MANAGER FOR 
CORN PRODUCTS 


Don H. Hays, in charge of 
the Louisville territory for 
Corn Products Sales Com- 
pany since 1946, has been 
transferred to St. Louis as 
Branch Manager. Mr. Hays 
joined Corn Products in 
1932 with the company’s 
Detroit office. Succeeding 
Mr. Hays as Manager of 
the Louisville office, is J. W. 
Cotton. 


DON H. HAYS 


SCHEETZ NAMED 
TREASURER AT 
JAMES VERNOR CO. 


Ervin H. Scheetz has been 
named treasurer of the 
James Vernor Company, it 
has been announced by 
James Vernor Davis, presi- 
dent. Associated with the 
company since 1926, Mr. 
Scheetz was assistant man- 
ager at Vernor’s Cleveland 
branch before coming here 
in 1951 as the firm's detroit 
paymaster. 


McNEIL APPOINTED 
KORKER FRANCHISE 
MANAGER 


James H. McNeil, a familiar 
figure in the beverage in- 
dustry since 1937, has been 
appointed divisional fran- 
chise manager of the Kor- 
ker Company division of 
Virginia Dare Extract Com- 
pany, Inc., according to an 
announcement by Lloyd E. 
Smith, president of the 
company. 





JAMES H. McNEIL 


WALKING 


BEAM UNITS 
SERVING A QUALITY INDUSTRY 


90 YEARS OF EXPERIENCE & CONTINUING SERVICE 


“B BERGHAUSEN CHEMICAL. 


4538 W. MITCHELL AVENUE ° CINCINNATI 32, OHIO 


ANNIVERSARY 








“Aces in Cases’’— FOR OVER 50 YEARS 


' TREEN 
Bt 
COMPANY 





<A>DA-Zd>W 


POSITIVE—HIGH SPEED—FULLY AUTOMATIC 
handling of cans for 
PASTEURIZATION—COOLING or DRYING of 
CARBONATED or NON-CARBONATED or 
DIETARY BEVERAGES 


Write for complete information 


CANNING MACHINERY CO. 


4525 S.W. LEE ST. « PORTLAND 19, OREGON 





TREEN QUALITY 
| PALLETS | 


for any stacking or 
warehousing problem, | 
engineered and manufactured 
to your requirements. 








| CASES | 
or size to specifications ¥ 
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NEW FIELD REPRESENTA- 
TIVE FOR HERMAN 
BODY CO. 


The Herman Body Com- 
pany of St. Louis, Mo., has 
made known the appoint- 
ment of Louis W. Scholl- 
meyer as special field rep- 
resentative. Mr. Scholl- 
meyer will call primarily 
on the dairy and bottling 
industry, working closely 
with the sales divisions of 
the company. 


WINTER ELECTED VICE 
PRESIDENT OF PEPSI- 
COLA INTERNATIONAL 
Henry M. Winter has been 
elected executive vice pres- 
ident of Pepsi-Cola Inter- 
national as announced by 
William B. Forsythe, chair- 
man of the board of direc- 
tors and president. Mr. 
Winter joined Pepsi-Cola 
Company in March, 1941. 
He is already a member of 
the board of directors, 
HENRY M. WINTER Pepsi-Cola International. 


USE DRY ICE CONVERTERS 


Full-opening for easy cleaning and inspection, 
Dry Ice Converters require no power, no refriger- 
ation, no operating costs. Use full-sized 50-Ib 
cakes of dry ice or liquid CO,. Work equally well 
with either. Will quickly pay for themselves 
through gas savings. Variety of sizes available 
for either vertical or horizontal installation. 


Write for complete details, prices 


DRY ICE DRY ICE CONVERTER 
CONVERTER CORP. CORPORATION 


satan Dept. C., Box 1652, Tulse, Okie, 


October, 1954 


Announce Resignations from Coca-Cola 
Co. of New York 


John T. Rooney and E. Edward Boetticher have 
announced their resignations as vice presidents of 
the Coca-Cola Bottling Co. of New York, Inc., which 
operates 15 plants and seven warehouses in Met- 
ropolitan New York, New Jersey, Connecticut and 
upper New York State. 

Mr. Rooney, a veteran of 23 years in the bottled 
soft drink industry first joined the New York Coca- 
Cola bottling operation in 1937 as a route salesman 
and rose to the position of vice-president and gen- 
eral sales manager in 1952. His service includes 
terms as manager of both Staten Island and Long 
Island City branches, regional sales manager for 
New York City, Westchester and Long Island, and 
assistant general sales manager. 

Mr. Boetticher joined the New York Coca-Cola 
bottling operation as a route salesman in the Asbury 
Park branch in 1936. He was named vice-president 
of the three-state operation in 1949 and placed in 
charge of all company sales promotion in 1952. His 
interim service includes terms as sales manager of 
the Asbury Park branch, manager of the Trenton 
branch, general sales manager of the New Jersey 


division and regional sales manager for upstate 
New York operations. 

Both men plan to continue in the bottled soft drink 
industry. 


Mojonnier Bros. Makes Appointments 
To Sales Staff 


Mojonnier Bros. Co., Chicago, well known manu- 
facturers of carbonating and cooling equipment for 
the bottling industry, has announced several new 
appointments to their sales staff in keeping with 
the company program of improved service to bottlers 
throughout the country. 

Hartl R. Jones has been appointed sales engineer 
for the territory of Ohio, West Virginia and western 
Pennsylvania. 

Prescott S. Farrar has been assigned as sales 
engineer for the eastern Pennsylvania and southern 
New Jersey territory. He will headquarter in Phila- 
delphia. 

Atlanta, Georgia will serve as the sales headquar- 
ters for U. F. Asselin, Jr., who will serve as sales 
engineer for the southeastern states territory. 

The addition of Kenneth D. Pylant as sales engi- 
neer for Florida will, according to company officials, 
mean better service for Mojonnier customers in 
this area. 





PARTIAL LIST OF DISTRIBUTORS: 


Rochester, N. Y. Cramer-Force Company 
Pittsburgh, Pa. Standard Box Company 
Philadelphia, Pa. Treen Box Company 
Buffalo, N. Y. Union Paper & Twine Co. 
Alameda, Cal. Edgewater Sales Org. 
Baltimore, Md. Acme Box Co. 








...» PARTITIONS 
THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 


The rugged construction of FIBERLOX Partitions 
assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
in either stock sizes or to your specifications. 





Write today for complete information. 


PAPERBOARD PRODUCTS, Inc.. 


PORTLAND 2, MAINE 








CUSTOM-BUILT . . . to soive Your 


Bottle Washing Problems.... 


Bottle washing problems differ. That's why MIAGARAS are ''custom-made''. 
Our 25 years of specialized experience enables us to build washers that 
pate — to do the job you need . . . Ask any satisfied Niagara 
customer 


NIAGARAS are expertly designed and engineered with these important 
features: Can handle any size from 4 oz. to 5 gallon; No jets to clog; 
solution renovator filters water every few minutes and discharges con- 
tamination; Two compartment; makes its own rinse pressure; saves water. 
Completely welded, no castings, no breakage. 


NIAGARA BOTTLE WASHER MFG. CO. 


225 First Street Toledo 5, Ohio 


This is our ‘'Junior’’ model. 
NIAGARAS are available 

» many sizes and capaci- 
es. 
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This is a must!.. 


STOP AT 
BOOTH 606 


ABCB CONVENTION 
CONVENTION HALL, PHILADELPHIA 
NOVEMBER [5-18 





Taste the most delicious Real Fruit Flavors ever 
offered to Bottlers. We especially invite you to 
taste these outstanding, new Flavorex develop- 
ments 


Concord Grape, 
Black Cherry 


made by our new “Tripotemp” process, which 








coaxes every drop of flavor goodness out of the 
fruit. This completely closed, vapor-tight system 
captures the most flighty volatiles. 


Be sure to taste these top fruit flavors. You'll love 


them... you'll want them... you’ll buy them. 
Then watch your sales climb. 


We'll be at Booth 606 
to greet and serve you 


Edwin Palmer 
James Cassani 
Thomas Gunning 


Harry Sachs 
lra Weissel 
Arthur Neumann 


FLAVOREX 


COMPANY, INC. 


Makers of fine fruit flavors 
302 S. CENTRAL AVE., BALTIMORE 2, MD. 








Liberty Glass Co. Expands Sales Force 


A. Maurice Davis, former Pacific Coast district 
manager of Liberty Glass Company, Sapulpa, Okla- 
homa, has been promoted to the position of acting 
sales manager. His headquarters will be at the gen- 
eral offices of the company, according to George F. 
Colins, Jr., president. 


A. M. DAVIS L. W. RADFORD _—xH.. T. FOLSOM 


James R. Starnes, sales manager for many years, 
has, at his own request, been made district manager 
of the Chicago territory, including Illinois, Eastern 
Wisconsin and Indiana. 

L. W. “Bill” Radford of Hollywood, California, 
will succeed Mr. Davis as Pacific Coast district 
manager. Mr. Radford will cover California, Wash- 
ington, Oregon and Nevada territory. 


Another addition to the Liberty sales force is 








E ENN Crowns 


SPECIAL 
or STOCK 











SPOT 
or 


REGULAR 











For more than 20 years a reliable 
source of supply for precision- 
made...handsomely 
lithographed Wis che 
CROWNS for the manufacture 
bottling industry. 


PENN 


Screw caps 
from 18mm 
to 89mm. 


CORK & CLOSURES, INC. 





1155 Manhattan Ave., Brooklyn 22, N. Y. 


EVergreen 9-4416 











Harold T. Folsom of Minneapolis, Minnesota, widely 
known in the dairy and beverage industries. He 
will succeed George H. Weaver and will cover Min- 
nesota, Iowa, Western Wisconsin and North and 


South Dakota. 
Liberty Glass Company, now in its 36th year, 


has specialized in returnable glass containers for 


the milk and beverage industries since 1918. The 
company was founded in 1913 as the Premium Glass 
Co. by the late George F. Collins, father of George 
F. Collins, Jr., president of the company. 


New Promotions At Chicago 
Seven-Up Bottling Co. 


The Chicago Seven-Up Bottling Co., a division 
of Joyce Seven-Up Bottlers, Inc., recently promoted 
three 7-Uppers, according to Robert E. Joyce, presi- 
dent of the organization. 

Robert Bronson was promoted to sales counsellor’s 
assignment after being a service salesman in the 
Joyce organization for less than two years. 

Wesley Sutter was promoted to plant manager of 
the firm’s 83rd St. Plant where he previously had 
been production manager since 1948. He has been 
in the Joyce organization since 1938. 

Frank Canino was promoted to production man- 
ager at the same location. Frank joined the organ- 
ization five years ago as a production associate. 





New Magcoa hand truck line 
features more than 60 models 


The new, redesigned line of lightweight Magcoa mag- 
nesium hand trucks features sizes and styles for every 
hand truck job—60 models in all: straight back and 
curved back frames . . . looped, single-grip and double 
handles . . . three different nose plate sizes . . . 6” to 10” 
diameter wheels with pneumatic, zero-pressure or molded- 
on rubber tires. Every hand truck in the line has a 500-Ib. 
load capacity—yet the “heaviest’”’ truck weighs only 
22 lbs. The entire line is mass-produced to keep cost at 
rock bottom, and most models are carried in stock by 
local Magcoa dealers. Write today for free data. 
Magnesium Company of America, Materials Handling 
Div., East Chicago 23, Indiana. 
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PLANT ... EQUIPMENT .. 


. TRUCKS 


MAINTENANCE 


Concrete Floors for the Future 


A new 28 page illustrated booklet has been pre- 
pared by the Kalman Floor Company, New York, 
N. Y., installers of heavy-duty concrete floors. The 
booklet describes the company’s absorption proc- 
ess method of installation in a step-by-step pictorial 
sequence. The advantages of a heavy-duty concrete 
floor and examples of successful applications from 
hundreds of industrial buildings are covered. An 
in-plant floor requirement survey by a Kalman en- 
gineer is offered at no obligation. A copy of the 
new booklet may be procured by writing to the 
company at 110 East 42 Street, New York. 


Rubber Paint for Masonry Surfaces 


Pliolite S-5 developed and nationally advertised 
by The Goodyear Tire and Rubber Co., is used as 
the rubber base in Steelcote “PlyTex”’. The product 
is designed as a superior coating for use on all ex- 
terior masonry surfaces such as asbestos, shingles 
and siding, stucco and cement, brick, concrete 
blocks, shakes and rough siding. 

“PlyTex” gains superiority through the use of 
the Pliolite which is a non-oxidizing synthetic rub- 
ber. When made into a paint material without the 
addition of oil, it produces a coating that will not 
saponify in the presence of alkali as often found 
in concrete and asbestos surfaces. The following 
additional characteristics are noted: water repel- 
lant, weather resistant, mildew resistant, easy to 
apply, durable and economical and good coverage 
with ample hiding power. 

Because Steelcote ““PlyTex”’ contains no oil, it is 
recommended without reserve as a superior exterior 
masonry coating. It is exceptionally fine for use on 
asbestos shingles and siding where oil based paints 
fail to give good service. It may be applied to 
fresh, green “hot” cement or stucco plaster with- 
out fear of disintegration from any free lime pres- 
ent. 

Normally one coat is sufficient to hide a surface. 
On porous surfaces, especially where colors are 
used, a first coat of the primer is suggested. Ap- 
plication may be made with a spray gun or a brush. 
It requires 3 to 4 hours drying time. 
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MAINTENANCE QUESTIONS 
—AND ANSWERS 











Readers are invited to submit questions and 
problems covering plant, equipment and 
truck maintenance. 


Question: What are the major types of non-wood 
flooring that are suitable for use in bottling plants 
where heavy traffic is encountered in production? 
(MEW) 


Answer: Floors of asphalt tile, rubber and vinyl 
tile as well as linoleum are frequently used on floors 
in areas not exposed to hard wear. For plant areas 
we suggest durable concrete flooring as a low cost 
floor which can be maintained with a minimum of 
cost and time. Chemical mixes are also available 
for use alone or on concrete slabs which are pre- 
mixed on the premises and which form a hard, tough 
floor that can be easily cleaned and repaired by 
patching. Some of these flooring materials depend on 
the chemical action of two or more materials which 
harden on curing. Coloring matter can be added to 
provide a decorative floor where required. 


Question: We have been experiencing some water 
seepage through several of our brick walls. These 
walls are part of our storage building where we 
store advertising and promotional material. This 
seepage is particularly bad when rain is accom- 
panied by a driving wind. Can you suggest some type 
of interior coating that we can use on the walls to 
correct this problem? (BNM) 


Answers: While your correspondence does not indi- 
cate the exact type of brick construction and the 
age of the walls, we would suggest that you apply 
a coating to the outside of the walls and the mortar 
joints. You can obtain detailed information about 
new masonry coatings with water-repellant Silicone 
resins from the Dow Chemical Company, Midland, 
Michigan. 

















REDUCE COST OF 


BOTTLE-WASHING 


.. bere’s how 














Just add a little Oakite Composition No. 53 to 
your caustic bottle washing solution. You'll 
find this will cut your costs by reducing caustic 
carry-over from washing to rinsing operations. 
In one plant, for example, the daily caustic up- 
keep dropped from 120 Ibs. to 60 lbs. 


The use of Oakite Composition No. 53 also 
gives you cleaner bottles. You can get rusty 
necks clean. Even cement deposits are removed. 
Bottles rinse better, with no cloudy, bacteria- 
breeding film. Reruns are fewer ...in one plant 


reruns were cut from 7 cases to just 5 bottles. 


FREE BOOKLET 
GIVES DETAILS 


In this helpful 24-page illustrated 
booklet, you'll find all the details you 


want on cutting bottle washing costs, 










See 


BEVERAGE QUAL (Ty 


improving rinsing, lowering caustic 
upkeep. Also you'll find helpful infor- 
mation about other successfully used 
Oakite methods for complete plant 
sanitation. Write for your FREE copy 
today. Oakite Products, Inc., 26A 
Rector Street, New York 6, N. Y. 


OAKITE 


and 


| INTERNATIONAL SOFT DRINK 
\ INDUSTRY EXPOSITION 


Cleaning & Germicidal Materials 


ae 


Visit Oakite 
Booth 1045 


Technical Service Representatives Located in 
Principal Cities of United States and Canada 








van Ameringen-Haebler Celebrates 
Quarter Century Anniversary 


Although the history of the van Ameringen- 
Haebler organization extends back for more than 
45 years, the company recently celebrated its quar- 
ter century anniversary under the present corpor- 
ate name at its annual spring outing in Middletown, 
New Jersey. 

Mr. A. L. van Ameringen, president of the cor- 
poration, briefly interrupted a European business 
trip to attend the company-wide celebration. At 
the dinner which climaxed the day’s activities, both 
Mr. van Ameringen and Dr. Haebler were pre- 
sented with scale models in stainless steel of the 
newest high vacuum stills which were recently put 
in operation in the new Union Beach plant. These 
beautful models were presented as a gift from the 
employees by Mr. C. O. Tanc, vice-president in 
charge of production. Honors were bestowed on 19 
officers and employees of the company who have 
served van Ameringen-Haebler, Inc. for 25 years 
or more, as follows: Charles A. Buckie, Ernest 
Clift, Ida Cohen, A. J. Dillinger, Sidney Friend, 
Fannie Goldstein, W. T. Haebler, Marvin Hawk, 
Frank Holzschneider, Thomas Kilpatrick, Elsie M. 
Kramer, John Merritt, Viola Roen, Martinious 
Schippers, Madeline Seaton, John Shanahan, Charles 
Tanc, A. L. van Ameringen, John F. Wagner. 





Two Eastern Bottlers Franchised 
For "Les-Cal" 


Strengthening of the marketing and distribution 
program of “Les-Cal” dietetic line of soft drinks in 
the New York metropolitan area has been effected 
with the recent signing of Boller Beverages, Eliza- 
beth, N. J. and Cantwell Bottling Co., Yonkers, N.Y. 

In addition to announcing the new franchise ter- 
ritories, Les Cal Sales Company, 371 E. 160th St., 
New York 56, N. Y., reports the addition of a ninth 
flavor, to the dietetic line. 


Dr. Pepper Launches World 
Distribution Program 

Establishment of a foreign franchise department 
as part of a long-range program for world-wide 
distribution has been announced by Leonard Green, 
president of the Dr. Pepper Company, Dallas, Texas. 
Harris Green was appointed to head up the new 
department. 

Top-rated areas now being analyzed for such 
operations include Europe, the Middle East, South 
and Central America, and in the Pacific area, ac- 
cording to Mr. Green. Franchise opportunities will 
be made available in world markets where studies 
reveal the best opportunities and profit potentials 
for investors interested in independent bottling 
operations. 


Important $AVINGS$S For You! 








ALL-STEEL 
PALLET-LOADING 
Bottlers’ Body... 











Designed to deliver important econ- 
omies in your delivery operations! ... 
All-steel construction . . . electrically 
welded . . . extremely light-weight . . . 
designed to fit your needs! 


e tion as shown above... 


Builders of Specialized 
Truck Bodies Since 1935 





MURPHY Bodies available for three pallets and hand loading combina- 


or for complete pallet loading if you require 


it . . . Specifications and prices upon request. 





Clicquot Club Carnival of Flavors 


Here are the newly designed Clicquot Club flat- 
top cans currently on sale in New England. The cir- 
cus motif has been carried through all four flavors 
to tie in with the “Carnival of Flavors” theme, how- 
ever colors have been varied for Root Beer, True- 
Fruit, Black Cherry, and Orange Soda. 

Even with the cireus design, the company has re- 
tained “Klee-Ko”, the eskimo trademark which has 
identified Clicquot Club beverages for three genera- 
tions. 





The New England market, where the company is 
currently canning from the home plant in Millis, 
Massachusetts, was launched with a distributors 
sales meeting and luncheon held in August at the 
Hotel Statler in Boston. 


Clear Filtered Water Provided by 
BOWDEN DOUBLE CYLINDER FILTERS 
Assures a Better Bottled Product 












The Bowden Single Valve 
Double Cylinder Filter for 
bottling plants is a rapid 
flow type. One cylinder with 
quartz, removes suspended 
matter and turbidity; the 
other with minchar, removes 
chlorine, taste, odor and dis- 
coloration. Under certain 
conditions a single unit filter 
is sufficient. 





























































° PROMPT DELIVERY ON ALL ORDERS! 


MURPHY BODY WORKS, INC. 
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Write for Bulletin No. 3 





HERRING AVE. Phone 7-1146 
WILSON, NO. CAROLINA 
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detailed account of the recommended methods, but 
in essence they are: 


STEP 1 — Survey the market. This is essential 
to determine the kind, number and location of out- 
lets which could be serviced with vendors. The 
nature of the outlets will also help in planning what 
kinds, sizes and even shapes of vending machines 
will be required. The survey in addition will help 
to gauge the possibilities for increased business and 
might, under certain conditions, indicate a starting 
date for the program, or conversely, show that it 
should be postponed or procrastinated. Included in 
the territorial analysis should be a good picture of 
the competitive situation as concerns vending. All 
these things have a definite bearing on the pro- 
gram, obviously. 


STEP 2 — Presuming that the survey shows the 
bottler that he needs a vending program, he now 
comes up against the question of financing it. Since 
all cases are different, this phase could only be dis- 
cussed in generalities here. 

Loans from banks and industrial factors are not 
hard to obtain, since this is a capital investment 
with a good record of success. The loan can be 
secured on the machines under the usual chattel 
mortgage arrangements. There are many cases on 
record where the bottler has started a vending 
department by purchasing one machine, selling that 
and using the proceeds to buy another, and so on. 
Normally, it’s best to buy units of at least ten 
machines and get them working to produce profits 
as quickly as possible. Whatever method is used to 
finance the vending program, be sure it is adequate 
to provide for initial expenses and operating costs 
for a reasonable time into the future. 


STEP 3 By the time a bottler has about 20 
machines out in the field, he will find that he needs 
a separate department within his business to handle 
the vending machine program. In addition to a 
responsible individual to direct activity, there should 
be a properly stocked and manned service depart- 
ment where the machines can be repaired and re- 
painted as needed. Annual service contracts can be 
arranged with location operators for all but major 
repairs at charges ranging from $7.50 to $15 a year, 
or arrangements can be made to repair the machines 
as needed. A scale of prices for various repair work 
items should be arranged, so there is no argument 
over charges for such services. Many bottlers keep 
an extra machine or two around which they loan to 
the outlets while their machines are being repaired. 
This is good practice in more ways than one. 

The servicing setup is extremely important as it 


assures satisfaction to both sides. 
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Once Into Vending Do This... 


1. Keep accurate records. This is necessary 
whether you have one vendor or a thousand, and 
whether they are rented or sold. Outright sales are 
generally on a time payment basis of 14 down, and 
the balance in 18-24 monthly installments. The rec- 
ords should include a general description of each 
individual machine — type, cabinet number, date of 
purchase, cost etc. One bottler has set up a master 
card 5 by 8 inches in size which provides space for 
the following information: type of machine; date 
purchased; cabinet number; manufacturer; cost 
including freight; coin key number; date sold; cus- 
tomer; selling price; trade-in equipment and its 
value, and space on the same card for a repair 
record. This card is filled out as soon as the machine 
is received from the manufacturer. 

A second important record shows where the 
machine is placed, when it is placed, charges and 
date removed. In this way a record can be kept of 
every machine and every location. The reverse side 
of this card shows the case sale record by months. 
Other records will be required by the service de- 
partment and should show the outlet’s name and 
address, the type of machine, the number of the 
machine, the reason for service, the repairs made, 
parts used, cost of repairs and other such data. Of 
course, no matter how good the forms are in a 
record system, they will be useless unless accurate 
information is kept up to date with the changes that 
take place from day to day in the vendor operation. 


It is important to maintain a well stocked and 
manned service department, particularly as the size 
of the operation grows. See the article “What is 
Good Vending Maintenance,” page 20, this issue, 
for a description of this activity by a large metro- 
politan bottling company. 


4. The “life” of vending machines is from 3 to 5 
years, depending on type, usage and other factors. 
Sometimes the machines are made obsolete earlier 
by better design. It is therefore important to keep 
in touch with developments through trade sources, 
contacts with salesmen, and perhaps once a year the 
annual expositions of the national association of the 


vending machine industry. 
Selling the Locations 


There are at least three major types of outlets, 
and innumerable others of a less important stature 
(see list elsewhere in this article). In many of these, 
as for instance at the service stations, vending ma- 
chines are as much a fixture as gas pumps. For 
complete information on the conditions inherent 
in 8 major markets, our readers are asked to refer 
to the January, 1953 issue of National Bottlers’ 
Gazette. Brief recommendations for some of these 


markets follow: 













































What makes 


P-A 


so special ? 


..» You have a right to ask 
why are Penrith-Akers flavors 
so special? ... why you owe 
it to your business to specify 
P-A flavors for your profits. .. 





Ist .. A COMPLETE LINE. . 


Not every territory is alike . . . not 
every flavor is popular in every mar- 
ket... the P-A line is a complete line 


...and you get what you need! 


Znd..PROVED BY EXPERIENCE... 


No flash-in-the-pan, sudden flavor 
discoveries . . . instead, tested, 
proven, Quality flavors that have 
passed the best test .. . the test of 
time ...P-A flavors have been man- 
ufactured since 1912. 


3rd.. STRONG SALES ASSISTANCE 


P-A is unique in making available to 
its customers the helpful advice and 
services of a veteran staff of sales 
representatives to help you with your 
sales problems... . 





Meet W. V. “Smoke” Ballew... 


P-A Representative in the South 
and Southwest Territory .. . 


"Smoke" is one of the industry's 
top-notch sales executives, with a 
background of 25 years of suc- 
cessful beverage merchandising. His advice and counsel, 





eagerly sought by bottlers everywhere, is available on 
your flavor problems. .. . 






Want a P-A Representative To Call? 
Just write— 














MANUFACTURING COMPANY 


1311 SO FIFTH TREET © MINNEAPOL 4 MINNESOTA 










Quality Control Your Product 






































You protect the purity and quality of 
| your product against water-borne con- 
)) tamination by Steritron powerful, ger- 
micidal ultraviolet unit sterilization of 
~~ water for your finished beverages, and 
for final rinse in the bottle and jug 
washing machines. As water passes 
through the Steritron, destruction of 
bacteria and other contaminating or- 
ganisms is assured by exposure to 
powerful ultraviolet ray—even those 
that escape the finest filters. 













You eliminate danger of product con- 
tamination with Hanovia Letheray 
powerful, germicidal ultraviolet equip- 
ment. Effectively destroys air-borne 
bacteria and micro-organisms, where 
it’s needed most—in the syrup mixing 
and cooling rooms, in syrup storage 
tanks, and over sterile bottle conveyors. 
Flexible Letheray equipment installs on 
walls, ceiling for direct or indirect irra- 
diation protection. 


YOURS ON REQUEST: Interesting, 
informative folders that detail Steritron 
and Letheray benefits. Write for your 
free copies today. Dept. NBG-10. 


HaAnovia 


fo Co Germicidal Equipment Division 
. & Mig 
Chem alé 


Newark 5, New Jersey 














The Service Stations 
1. Protect the dealer against theft by operating 
on a strictly cash basis. 
2. Require none of the attendants’ time to make 
a sale. 
3. Machine can be placed in the open and should 
be provided with casters, so that it can be rolled 


to other locations or indoors if necessary. 


Industrial Outlets 

Management views in-plant vending as an em- 
ployee convenience and a moral builder. In large 
factories soft drink vending machines supplement 
cafeteria and snack bar service, especially where 
workers are dispersed over considerable floor areas. 
In the placement of machines in mills and factories, 
consider such factors as type of labor performed, 
wage scale, sex of employees, hours of plant opera- 
tion, length of the lunch and “break” periods. 
Check with management on the use of profits from 
the machine for employee welfare funds, social and 
sport activities, etc. 

Theatres 

Vending equipment is usually placed on a per- 
centage basis with commissions ranging from 35 
to 50%. Cup type machines seem to be preferred, 
with drinks almost universally being retailed at 10c. 

The Food Stores 

Groceries, food stores and super markets not 
only channel the bulk of bottled drinks sold for 
home consumption but are valuable outlets in them- 
selves for in-store consumption purposes. The ma- 
chines can service both employees and customers, 
and recent surveys have shown that a refreshed 
customer stays in the store longer, buys more and 
comes back more often. Both single flavor and selec- 
tive units are widely used and some stores employ 
both types of equipment. Outlets seem to prefer 
to own the vendors, but many others will rent 
them on a per case or a flat weekly or monthly rate. 
The size of the machine will depend on the amount 
of floor space available as well as the store traffic. 

Military Installations 

Vending machine placements at Army and Air 
Force installations are covered by form contracts 
under the supervision of the Army and Air Force 
Exchange Service. Both bottle and cup vendors are 
extensively used. Usual locations are the PXs, day 
rooms, hangars, work shops, recreation centers -and 
offices. 

Hospitals 

Surveys have indicated that better than two-thirds 
of the country’s 6600 hospitals make soft drinks 
available to their staffs, visitors and patients. Bottle 
and cup vendors placed in waiting rooms, corridors, 
nurses’ quarters, employee lounges, etc., produce 
good volume. Hospitals welcome vending equipment 
on a rental or commission basis, since the machines 
require no capital outlay. 


SPACARB INTRODUCES NEW FLUORESCENT-LIT 
FIBRE GLASS DISPLAY FOR CUP VENDER 








Spacarb, Inc. has developed an attractive and exception- 
ally rugged fibre glass sign for use on cup venders. In 
addition to its smart appearance and eye appeal, the 
fluorescent fibre glass display is almost unbreakable 
Extremely simple to install, the new display is available 
to operators at $30 complete with metal backing and 
fluorescent tubes. The new fixture fits onto all D-53 series 
Spacarb models. It is claimed to be ideal for theaters 
because it attracts customers without having a distracting 
effect on the audience. 








DOMINOL AP 
BROMINATED APRICOT KERNEL OIL 


SP.GRAVITY 1.34 
Manufactured by us since 1936 
Used by domestic and foreign extract manufacturers 
for many years to their entire satisfaction. 





Samples, prices and instructions 
for use on request.... 


Dominion Products, Inc. 


Manufacturing Chemists 
10-40 44th DRIVE 
LONG ISLAND CITY 1,N. Y. 
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* EARLY AMERICAN® 








DR. SWETT’S ROOT BEER CO. | 


1015 So. Washington St. PEORIA, ILL. 
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“Give and Take" Penny Handling 
Now Available for Vending Through 
National Rejectors 


With the increased use of pennies in vending, 
operators have been faced with the new problems 
demanding better penny handling methods. As one 
solution, National Rejectors, Inc., manufacturers of 
coin handling equipment exclusively, have developed 
the Penny Refunder which enables the vending ma- 
chine to give change in pennies. Now in combina- 
tion with the Penny Refunder, National offers a 
“give and take” feature which will enable units to 
both give and take pennies. This is the first time a 
complete and efficient penny handling method has 
been made available. With this feature, a customer 
can make an odd cent. purchase and receive change 
in pennies, then reuse the pennies to make addi- 
tional purchases. National’s Penny Refunder has a 
simple plug-in installation with front, side or in- 
side mounting. The mechanism is designed to pre- 
vent jack-potting and has fast hopper loading with 
a large 2000 penny capacity. Price changes may be 
made right on location in a short time. 

National Rejectors, Inc., 5100 San Francisco Ave., 
St. Louis 15, Mo., has branch offices in Atlanta, 
Georgia; Chicago, Illinois; Dallas, Texas; Los 
Angeles, California; Toronto, Canada and Long 


there’s an AMERICAN PARTITION 
TO PACK FASTER, SAFER 


Speed casing, cut 
labor costs, minimize 
breakage with Amer- 
ican pre-assembled, 
interlocking partitions. 
Volume production 
when you want it. 
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HOME OFFICE: 3043 WN. 30th ST., UP 3-5100, MILWAUKEE 10, WIS. 


BOUND BROOK, N. J. CHICAGO, ILL. 
MERCED, LOS ANGELES, SAN FRANCISCO, CALIF. 
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BUY SCHAEFER 
.. + IT’S SAFER! 


Island, New York and all offices are fully equipped 
to make the “give and take” installation. 


Canned Drinks Draw Attention 
of Candy Distributors 


Wholesale candy distributors at the reeent NCWA 
convention displayed interest in the Cantrell & 
Cochrane exhibit, with the possibility of extending 
their operations to include canned carbonated bev- 
erages, through vending and retail sales. 

Lowell Almy, C&C executive, said that one test 
location, a canned drink vender, dispensing at a 
dime, racked up more sales than a nearby cup drink 
machine vending at a nickel. 

He predicted, though, that canned drink vending 
will make most of its inroads into bottle vending, 
not cup drinks, with the prediction that within a 
few years there will be more canned drink units 
than bottle machines. 

He pointed out that cans retain cold better than 
bottles, and that take-home sales will result from 
can drink installations. Then too, he said, many 
locations take a beating on bottles when the con- 
sumer takes the containers with him, forcing the 
location or the operator to make good the bottle 
price. 


In factory locations, he continued, the safety 
factor would be in favor of canned carbonated 








Ss : Schaefer Wobble Type 


sag’ GEEZ: Bottle Brushes bristled 
SHE, FY ottle Brushes bristie 


with genuine DuPont 
Tynex Nylon in white 
or black. 


< BAUSHES >< 


FEWER 
BRUSHES 
CLEAN MORE 
BOTTLES! 


Bottlers find this brush actually 
cleans more bottles between brush 

changes. It’s designed for longer wear and better clean- 
ing That’s why you'll find fewer brushes to deliver clean 
bottles — with Schaefer That’s true of all Schaefer 
brushes — for machine cleaning and floor maintenance, 
too. Try them all. Write for prices and details. 


SCHAEFER BRUSH MFG. CO. 
117 W. Walker Street 
Milwaukee 4, Wisconsin 


SUPERIOR BOTTLER'S BRUSHES SINCE 1910 . 









drinks. Also, he said, they require less storage 
space. 

According to Almy, the greatest handicap is the 
lack of venders to handle cap-top canned drinks. He 
added, though, that several firms are working on 
equipment and said that some would be ready by 
fall. 


Offer Kit for Vending Machine 
Servicing 

The Liquid Carbonic Corporation, Chicago, Illi- 
nois, has announced a new Automatic Carbonator 
“Do-It-Yourself” kit which includes everything re- 
quired to self-main the carbonator in drink venders. 
The kit was designed for more adaptable installation 
by operators. 





VENDING ODDITIES 


Sixty years ago in Corrine, Utah, you could get a 
divorce decree by putting $2.50 in a vending machine, 
according to Ed Durling of the Hearst papers. “The ma- 
chine was operated by a firm of lawyers named Johnson 
and Underdunck. It became very popular but was soon 
ruled illegal by the Utah lawmakers.” 

An equally interesting vending machine popped up in 
Germany in 1926 which, upon the insertion of a coin 
equivalent to a quarter, would vend a paper parasol, 
to be used against the sun. 

Presently operating in the London Zoo is a device vend- 
ing and serving fish to the sea lions. Loocated at the 
edge of the exhibition pool, the vendor sounds a horn 
to attract the seals when a coin is inserted, and in a 
a period it hurls a chunk of fish toward the waiting 
seals. 


INCREASE BEVCO 
SALES with COOLERS 


AMERICA’S FINEST, most Complete Line 


zz 







BEVCO 
BLOWER 
colt 


b ve THEY GIVE YOU 
Here’s modern, speedy, 
dry cooling at its best, for 
all beverages provided by 

system that’s trouble-free 

and dependable. The 5- 

year warranty guarantees 

exteriors, available in 

all models. 

SEND FOR CATALOG A-DI1 


the BEVCO field - tested 
perfect service. Water YEAR AFTER 
equipment, dividers, cast- 
the BEVCO Company, Inc. 


Blower Coil refrigeration 
ers, stainless interiors, YEAR! 
3316-28 S. BROADWAY «+ ST. LOUIS 18, MO 
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WHY NOT IN YOURS? 


It can be FIRST IN SALES 
IN YOUR MARKET 


Let o CHEER UP representa- 
tive give you details on profit 
making CHEER UP .. how 
it ts first in sales among drinks 
of its type in many markets. 
Write today! 


WEER Ve 


FRANCHISE 
OFFERS YOU 


@ AFLAVOR THAT’S POPULAR WITH 
ALL AGES! YEAR ROUND! 


@ 7 OZ. BOTTLE PLUS FAMILY SIZE 
PACKAGE. 


@ PROTECTED TERRITORY 
@ NEVER VARYING QUALITY 
@ INCENTIVE PLANS 





WRITE TODAY! 
the full gota on t 


make the most of your market 
with a Cheer Up Franchise! 


THE CHEER UP COMPANY 
2001 South Ninth St 
St. Louls 4, Mo. 








NuGrape Promotion Aimed At 
Bottlers, Routemen and Customers 


Valuable prizes highlight three-phase 
advertising and sales promotion cam- 
paign to stimulate sale and consump- 
tion of NuGrape Soda and Suncrest 
Orange beverages. 


Over 22,000 entries the first month! 


That is the record of the consumer phase of the 
big three-month NuGrape Soda and SunCrest 
Orange advertising and promotion campaign 
launched in July and ended in September. 


The National NuGrape Company of Atlanta, 
Georgia, manufacturers of NuGrape Soda and Sun- 
Crest Orange, is offering top prizes to leading bot- 
tlers, routemen and consumers of both its major 


products. 


The three-phase program is similar in virtually 
every respect for both NuGrape and SunCrest, but 
actually the program for each is being conducted 
separately. According to officials of the National 
NuGrape Company, the three phases of the promo- 


LOOKING OVER THE ENTRIES 


These top officials of the National 
NuGrape Company... . W. G. 
Grant, secretary; W. R. Sullivan. 
president, and E. A. Randall, sales 
manager ... look over a mailbag 
load of entries in the big three- 
month NuGrape and SunCrest 
Orange prize contests. 


tion are aimed at the bottlers, routemen and con- 
sumers, respectively, with prizes and awards going 
to winners in each of these categories. 


Phase one of the campaign, for example, con- 
cerns bottlers, each of whom is assigned a 1954 
volume quota. The volume quota is based on num- 
ber of units purchased from the National NuGrape 
Company during June, July and August of 1953. 
On the average, the 1954 quota is set at 10 per cent 
above last year’s purchases. Bottlers are divided 
into classifications, based on the volume of their 
purchases last year during these same three months. 


Grand prizes of either a Triumph TR-2 English 
Sports Car or merchandise worth $2500 will be 
given to the NuGrape bottler and the SunCrest 
Orange bottler who exceed their quota by the largest 
per cent and who, in the opinion of a selected panel 
of judges, do the most outstanding sales and pro- 
motion jobs for their respective products. 


In addition to the grand prizes for top NuGrape 
and SunCrest Orange bottlers, other prizes will be 
awarded to those bottlers in the particular size 
classifications who have the best quota-increase 
records and do the most outstanding promotions. 
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These awards include a choice of (1) a trip to 
the 83rd, 4th and 5th games of the World Series 
(including round-trip transportation, hotel and 
tickets for one person) ; (2) a trip to the ABCB 
Convention in Philadelphia (hotel and round-trip 
transportation for plant operator and wife), or (3) 
$500 in prize merchandise. 


Phase two is a continuation of a program of 
prizes for route salesmen instituted last year, but 
with the addition this year of trips to the World 
Series for “outstanding routemen” in the bottling 
plants winning the grand prize and other top bottler 
awards. 


Selection of the leading routemen in each win- 
ning plant will be made by the plant operator. 
Basis for selecting the winner will be increased 
case sales, new outlets, erection of advertising and 
sales promotion pieces, and other factors cont 
tributing to sales increases in the winning bottling 
plants. 


All route salesmen in participating NuGrape Soda 
or SunCrest Orange bottling plants will be awarded 
prize points as they were last year on the basis 
of their increase in sales during June, July and 
August. 


The third phase of both the NuGrape Soda and 
SunCrest Orange summer promotion is directed at 
consumers and is broken into three separate month- 
ly contests for both products. 

One-hundred and sixty prizes are offered each 
month (July, August and September) in both the 
NuGrape Soda contest and the Big Orange contest. 


Simple statements in 25 words or less stating “I 
like NuGrape best because .. .” or “SunCrest 
Orange is best because .. .” accompanied by three 
bottle tops of the respective drink constitute contest 


entries. 


Prizes for each month are: first prize—10 21-in. 
Motorola television sets; second prize—50 Motorola 


-BDOST YOUR SPIRITS! 











Available in 7, 10, and 28 oz. 
As Your Local Situation Demands 


Your Territory May Be Open 


B-1 BEVERAGE COMPANY 
2301 Hampton Ave., St. Louis, Mo. 
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portable clock radios, and third prize—100 9-piece 
flash camera kits (including candid camera, 4 flash 
bulbs, a roll of film, flash attachment and batteries). 

The more than 22,000 entries in the contest’s 
first month were hailed by National NuGrape Com- 
pany officials as being strong evidence of the suc- 
cess of the 1954 summer promotion. 


Supporting the campaign are a series of large 
newspaper advertisements and promotional mate- 
rial which includes window dislay cards, complete 
with pads of entry blanks, window streamers, 6- 
bottle carton hangers and other point-of-purchase 
pieces. 


Hires Bottlers Step Up Merchandising 
Activities 

Hires Bottlers of Massachusetts and Connecticut 
recently launched the first of a series of advertising 
programs, coordinating their own efforts with the 
programming in the Company’s own plant areas of 
Boston and Providence. At this group meeting held 
in Springfield, Mass., attractive sales plans offering 
a large bottle of Hires for lc with a carton pur- 
chased at the regular price was presented. 


In attendance were William Tranghese of the 
Hires Bottling Company, Springfield, Mass.; Stan- 
ley Hazen of the Hires Bottling Company, Shrews- 
bury, Mass.; Ricky Gelinas of the G & A Bottling 
Company, Adams, Mass.; Herman Neher of Hires 
Bottling Company, Fall River, Mass.; Fred Meyer 
of the Hosmer Mountain Beverage Company, Wil- 
limantic, Conn.; Irenee Mathieu of the Mathieu Bot- 
tling Company, Taftville, Conn.; as well as a fine 
representation of bottler sales personnel. 

The Charles E. Hires Co.’s officials conducting 
the meeting were C. M. Lamason, General Manager, 
Franchise Division; P. W. Hires, General Merchan- 
dising Manager; and R. A. Kane, Eastern Division 
Franchise Sales Manager. 


New Squirt Bottler in Western Mexico 


Don Abelardo Garcia Arce of Guadalajara Mex- 
ico plans to bottle Squirt in a total of five plants 
serving the principal cities of the west coast of 
Mexico. 

First of the five plants to bottle Squirt is the 
Guadalajara plant where distribution began in 
early May. A fleet of 25 trucks serves the area under 
the direction of son Charles Garcia Ramirez sales 
manager. 

Established in 1915 the Guadalajara plant covers 
half of a city block and is fully equipped with the 
most modern automatic machinery. Besides this 
plant Don Abelardo has a second plant in the State 
of Michocan a third plant under construction in the 
State of Guanajuato and plans for a fourth plant to 
be installed in the State of Sinaola. A fifth plant is 
also to be added. 

Manager of all plants is Abelardo Garcia Ramirez, 
and general superintendent is George Garcia Rami- 
rez, sons of the bottler. 

Extensive newspaper, radio sampling and P.O.P. 
are being used in this market by the bottler. Squirt 
mixer plans call for a tie-in with a leading Tequila 
distiller Senor Sauza. 


Canada Dry Expands in Denver 


The Canada Dry Bottling Co. of Denver, which 
has increased its sales to about five times the volume 
prevailing when they began operations in 1948, has 
moved into a new plant which will allow expansion 
to about four times its present sales volume. 

General Manager Clement O’Brien said that ware- 
house capacity, the principal bottleneck before, was 
increased from 22,000 cases to 37,000 in the new 
building. Production areas were designed to permit 
quadrupling of output with no further plant ex- 
pansion except for the addition of another 6,000 
square feet of warehouse space when the need arises. 








for ALL 


PLANTS: LONG ISLAND CITY LOUISVILLE, KY. 
WEST COAST: H. R. LAIST COMPANY 


RIALTO BLDG., SAN FRANCISCO, CALIF. 








MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 
EASY TO MIX 


D. D. WILLIAMSON & CO.., Inc. 


5-3» FORTY-SIXTH AVENUE LONG ISLAND CITY 1, N Y 
1901 PAYNE STREET LOUISVILLE KY 
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Giant Molded Rubber Bottles 
Help Boost Beverage Sales 
Giant molded rubber bottles especially created for 
indoor and outdoor displays are now available from 
Mold-Craft, Inc., Port Washington, Wisconsin. 
These weatherproof, chip-proof, full-round (three 
dimensional) fabricated bottles are made of hard 
molded rubber compound designed to take a lot of 
abuse. They are particularly ideal where limited 
display space is a factor and are offered in a 42-inch 
bottle and a six foot bottle size. 





SIX FOOT COCA-COLA BOTTLE 


Outstanding displays can be created in supermarkets by 
simply using one or more of these giant six foot molded 
bottles manufactured by Mold-Craft, Inc. This Coca-Cola 
bottle makes it easy for customers to see and buy. Bottlers 
of Coca-Cola using these product replicas report increased 
sales. 









new 





42” HIGH BOTTLE RIGHT ON THE CAB 

Another brilliant sales promotion idea includes the use 
of a 42” high molded Coca-Cola bottle mounted on truck 
bodies. These giant product replicas do a good selling 
job while the trucks are rolling the city streets, suburban 
and outlying rural area. Note the liquid level is at a spe- 
cial angle on these bottles. 





One of the typical applications sure to capture 
the eyes of pedestrians and motorists alike, is the 
use of the 42” high bottle as a display mounting on 
trucks. A special bracket and bottle attach easily 
and quickly to any truck thus providing an excellent 
silent, rolling, outdoor advertising salesman that 
works every hour day-in and day-out while the trucks 
are on the streets. 

“On the spot” displays and entranceways to super- 
markets are ideal locations for the 42” and the 6 
foot bottle. The bottles offer tremendous point-of- 
purchase reminders and cause favorable reaction 
with customers and store owners alike. 





New Worksaver Truck Bodies Cut 
Loading and Delivery Costs 


Worksaver bodies, designed to take all the unnec- 
essary work out of loading and delivering, have 
established a record for cutting costs in loading and 
delivery among soft drink bottlers and distributors. 


Manufactured by the Worksaver Body Company, 
Cleveland 14, Ohio, these bodies feature finger-touch 
sliding doors, three on each side and two on the rear 
of the truck, thus making every item on the truck 
easily accessible from the outside. This is a real 
advantage for bottlers who sell many flavors in dif- 
ferent types of packages. Bottlers can bulk-load 
mixed items and still have complete accessibility for 
the routeman. 


Worksaver bodies are completely covered, protect- 
ing the stock from bad weather and pilferage. The 
rugged diamond plate floor is tapered for better 
loadability. Steel “jiffy rods’, movable or completely 
removable, act as dividers to seperate the body into 
as many as eight compartments. These keep the 
cases inside the body from shifting during delivery, 
eliminating loss from breakage completely. In load- 
ing, whether conveyor, pallet or hand truck is used, 
every inch of space in the Worksaver is pay-load 
space since no aisles are needed. 

The Worksaver Body fits any standard chassis of 
102” to 111” cab-to-axle measurement. This applies 
to cab-over-engine or conventional types. The body 
can be mounted on all makes of trucks. 


Complete information concerning the Worksaver 
Body is available without charge from the Work- 
saver Body Company, Williamson Building, Cleve- 
land 14, Ohio. 





PROTECTION FROM BAD WEATHER AND PILFERAGE 
Routemen enjoy using the new Worksaver Body because 
their job is done more easily and more quickly. Time 
savings up to 75% have been reported by many bottlers 
during the past several years thru the use of the Work- 
saver Body. Note the advertising value of the attention- 
getting signs which can be painted on the outside of the 
body which is completely covered. 
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[_] Outlined areas—solidly higher prices. 
|!) Shaded areas—prices moving upward. 
M@ Red areas —solidly pre-war prices. 


Tu map above pictures the nation- 
wide price situation in three classi- 
fications. Based on splits, white area 
prices are $1.20 or above; shaded 
areas, 85c to $1.12 and in the solid 
areas, prices are $.80 or below, per 
case. 

This month’s map, corrected as of 
Sept. 18, pinpoints big changes in 
Texas and South Carolina. Both have 
come out of the “red” classification 
into the shaded group, as the result 
of slow but steady increases in the 
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number of bottlers selling at higher 
than the pre-war base price. There 
are still bottlers in both States selling 
at 80c, but they are now in the minor- 
ity. 

Specific price changes during recent 
weeks involved the Coca-Cola Bottling 
Co. of Williamson, W. Va., which in- 
creased to 96c, with an announced 
reason the “continued increase in the 
cost of materials and supplies 
simply do not permit the absorption 
of these higher costs any longer.” 





BEVERAGE PRICE MAP... 


Coca-Cola Bottling Co., Marianna, 
Fla., and six other West Florida bot- 
tling operations increased wholesale 
prices from 80c to 96c per case. The 
plants reported that continuing ad- 
vances in their costs necessitated the 
boost. 

Other plants involved in the price 
rise were Dr. Pepper Bottling Co. of 
Marianna; Barq’s Bottling Co., Pana- 
ma City; Double Cola Bottling Co., 
Quincy; Pepsi-Cola Bottling Co., 
Dothan; Seven-Up Bottling Co., and 











Mason’s Root Beer Bottling Co., of 
Tallahassee. 

The Coca-Cola Bottling Co., Del Rio, 
Texas, has hiked its price from 85 


to 96c a case, in a move which was 
quickly followed by the Royal Crown 
beverage bottling companies in the 
same community. The new price brings 
the Del Rio bottling plants up to a par 
with those in Uvalde to the east, but 
still under the $1.20 schedule further 
to the west. 
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Bottle Washing Compound Prevents 
Aluminum-Caused Scale and Sludge 


Users of aluminum foil labels will be interested 
in the results of a series of field tests conducted by 
The Diversey Corporation. These tests, part of a 
continuing research program studying bottle-wash- 
ing problems, reportedly have shown that the Spec- 
Tak bottle washing compound could retain in solu- 
tion as much as 20% concentration of the sodium 
aluminate formed when the foils labels dissolve. 


This ability to prevent harmful precipitates by 
holding aluminum compounds in suspension, is said 
to eliminate frequent solution dumpings and expen- 
sive de-scaling shutdowns normally expected. 


Diversey’s field tests on aluminum foil labels are 
also said to reveal that Spec-Tak’s complete dis- 
solving action further cuts rejects by preventing 
titanium ink pigments from being deposited on the 
inside of bottles. Overcoming this pressing wash 
problem is certain to increase the use of these high- 
ly attractive, product-selling foil labels. 


Frostie Inaugurates Warehouse 
in St. Louis 


As a result of the addition of numerous Frostie 
bottlers in recent months, and the steady growth of 
already existing bottlers, The Frostie Company, 
Baltimore, Md., has started warehousing Frostie 
base in St. Louis, Mo. The Frostie base is shipped 
in trailer loads to the St. Louis warehouse and in- 
dividual shipments are sent from there to neighbor- 
ing states ...a move designed to -provide Frostie 
bottlers in this and surrounding areas with better 
and faster service. 


Southern Frostie bottlers benefitted about a year | 


ago when the parent company started warehousing se 
in Atlanta, Georgia. This was another example of s Ko ie EXTENDS A 
the company’s desire to cooperate and help their ae CORDIAL 


INVITATION TO ALL THE BOTTLERS 


Attending the ABCB Convention in Philadelphia 
NEW LIGHT WEIGHT HAND TRUCK ast ee 


WITH MAGNESIUM FRAME to drop in and chat with us in BOOTH 1009 


<S We also feature the complete Conron line. 


Full line of Soda Water Flavors. Write for Samples & Prices. 
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Nees THE GINGER HOUSE ” 


bottlers. 

















|_| Are You Having 
FOAMING difficulties? 


TRY FOAMEX-27 


a non-toxic foam retarder. ... You use 1 oz. 
to 100 gallons of finished product... and 
say "good-bye" to your foaming problems! 


ROSS LABORATORIES 


4212 Lee Rd., Cleveland 28, Ohio 
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“CHOK -A- FIZZ” 


CHOCOLATE SODA IN BOTTLES 





Up to 14 pounds lighter is the news about the new M/W 


Model M-1 Beverage Case Truck illustrated here, with oO The Only Real Chocolate Carbonated Drink © 
frame made of light-weight tubular magnesium. Total : @ Finest Quality © Good Profit Maker ®@ » Og 
weight of the truck, even with heavy 10’ x 2:75” pneu- No Special Bottling Equipment Needed @ 06 
matic tires, is only 21 lbs. A special feature of this truck Public Accepted @ Franchises Available 

is that all frame parts are replaceable and that replace- for complete information write direct to: 

ments can be easily and quickly made. Specially de- _— 

signed for distributors of soft drinks, the truck comes with . ves CHOK-A-FIZZ 

concave toe plate. An illustrated folder, containing com- im 1°20) 0) oF Bot om 


plete specifications and price, is available from the man- 
ufacturer, Moellenbrock & Wilke, Washington, Missouri. 


4508 S. ASHLAND AVE. r 
CHICAGO 9, ILLINOIS 

















ECON omy TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


_ FREE CATALOG 
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“This washer has fulfilled our 





SPECIALTY ENGINEERING CO. "“""ssscvas Soe" 





expectations in every way!” For over 30 years... FAMOUS FOR 


says C. W. BOORMAN 
Boorman’s Beverages Ltd. 
Peterborough, Ontario 
* 


THE LADEWIG 
BOTTLE WASHER MONTE CRISTO ---- THESCO 


— two favorites with bottlers who want the best! 


For newest literature on this A Full Line Of Distinctive Quality Flavors 
modern washer write to 


. ; 297 P 
MERA AEE ancure ravew'eco- — THEALL & PILE, INC. jew vor ity 38 KY 
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New Can or Carton Height-of-Fill 
Checking X-Ray Machine Developed 
By General Electric 


A new application of x-rays to packaging prob- 
lems is now in practical operation. A product of 
General Electric Company’s X-Ray Department, 
this unit known by the trade name, “Hytafill’” pro- 
vides accurate, high speed monitoring of the height- 
of-fill of sealed cartons or cans on a conveyor line. 


The principle of the Hytafill operation is simple. 
A narrow x-ray beam is directed across the con- 
veyor at an x-ray sensitive crystal of cadmium 
sulfide. Both the crystal and the x-ray beam are 
aligned at a specific height. As a container enters 
the x-ray beam, it absorbs a certain amount of 























MANY APPLICATIONS 

A diagrammatic view of the “Hytaiill” unit showing x-ray, 
crystal, amplifier, relay circuit and can rejection mechan- 
ism. The Hytafill unit has many applications in can or 
carton filling operation. For pressurized beverages, overfill 
can lead to excessive gas pressures. Underfill may be a 
sign of either a leaking can or an improperly adjusted 
filling unit. 





x-ray beam, the crystal detects this difference in 
absorption. Actually, the increased amount of x-ray 
converts the crystal detector from a relative non- 
conductor to a very good conductor of electricity 
and activates an electrical circuit. The electrical 
signal in this circuit is amplified and sent to a relay 
which activates a rejection mechanism removing 
the unfilled can or carton from the line. 


Standard Hytafill units are available in single 
channel models for checking either over or under- 
fill and dual channel models for checking both simul- 
taneously. Also available are counter units for tabu- 
lating rejects. Complete technical details on Hytafill 
through the 
Electric Company’s X-Ray Department, Milwaukee, 


installations are available General 
Wisconsin. 
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an important message 
for every bottler 
looking for a 4 
“up” drink franchise! 


Get THE FAcTS on KORKER 


THE OK “UP” DRINK IN THE 10 OZ. BOTTLE 


A Vinern IA DARE PRODUCT 






PROLARELAINA 
COMET UEB? 


uli 









BOOTH 822 






@ The alert bottler of today is hopping on the 
“UP” bandwagon ... zooming consumer acceptance and 
year-round demand has made an “UP” drink practically 
a must for every bottler. 


@ Korker is the “UP” type drink with a bright future and 
a sound background . . . the Korker Company is a 
Division of Virginia Dare Extract Company . . . a respected 
name in the extract field for over 32 years. 













@ The Korker franchise program is designed for maximum 
profit and sales volume for the bottler . . . with a complete 
paid-up advertising program that goes to work for you 
in your area... and is based on genuine cooperation 
between bottler and the Korker Company. 










@® Every element in the Korker program is top-notch. 
The catchy name . . . the delicious finished drink itself .. . 
the bright eye-appeal ACL bottle . . . the snappy 
“buy-appeal” carton... the attractive crown... the 
powerful advertising material. 











@ You owe it to yourself to consider an “UP” drink franchise 
...and to get all the exciting facts on Korker. 








We suggest you write, wire or phone today 
.. your territory may still be open! 


vORKER . ... | 


Write: KORKER COMPANY 
Bush Terminal Building #10 
Brooklyn 32, New York 


A DIVISION OF VIRGINIA DARE EXTRACT COMPANY 








Acon BETTER MIXER. 
















Moroccans Toast New Sultan 
With Canada Dry 


Canada Dry was signally honored 
in French Morocco recently by being 
exclusively invited to provide bever- 
ages to delegates from all parts of the 
country who came to congratulate the 
new Sultan Mohamed ben Arafa on 
his accession to power. 


Since the use of alcohol is forbid- 
den by the Koran, Canada Dry (Ma- 
roc) S. A. of Casablanca was asked | 


to supply “the champagne of ginger | 
ales” to Arab and Jewish leaders alike, 
at a buffet in the inner courtyard of 
the Imperial Palace at Rabat. The | 
bottler reports that his participation | 
in this event was the prestige coup of | 
the year. 









The same bottler scored a promo- 
tional coup of a more popular sort 
when all cars in a three-day auto race | 
carried cartons of ginger ale as a| 
source of energy and refreshment for 
the drivers as they scorched across | 
the burning sand of Morocco. Canada 
Dry also did a roaring business at a 
beverage booth at the stadium where | 
the “Grand Rallye de Maroc’ race 
began and ended. 


New Uniform for Old Bottles 


The Bronco Band from the Bryan 
(Texas) High School is to have new 
uniforms and bottlers in Bryan have 
recovered thousands of stray soft 
drink bottles. This mutually satisfac- 
tory development is the result of a 
bottle return drive conducted by the 
Bryan Bottlers’ Association, with the | ae, 532-MEYER 
assistance of 30-odd members of the OUMORE BOTTLE CLEANER 


taht 
falitititeted 
ome LT ane 


band. See the world’s finest, fastest and most efficient bottling Capacity: 400 6.7.04. 
equipment in operation . . . From the revolutionary 
MEYER DUMORE SYN-CRO-MIX Beverage Filling 

New Accounts Contest System, that delivers 100% uniform ng abe — 
Bonus, to the latest in Automatic Case Unloading wi 

“on winds the MEYER DUMORE CASE UNLOADER. 

or» Bam eutlos contest held by But- Our 50 years of bottling equipment experience is at your Noe eee 

falo Pepsi-Cola Bottling Company, Su- | disposal. We invite your inquiries and will gladly assist 1) a1 i | AL 

pervisor Joseph A. Guaetta, who/| you in solving your bottling problems. Te See "tH | 

brought in 232 new Pepsi accounts, — 


won first prize of a week-long vaca- 


tion in New York City for himself | re) N DIS PLAY 
and his wife. 

Owner George F. Weppner reported 
that a total of 645 new outlets were | 
opened during the contest period of | 
six months. 





MEYER DUMORE 
AUTOMATIC CASE UNLOADER 
3 Head Unit over 500 B.P.M. 














City "Whistle" Opens Bottle 
Drive 


































Civic leaders and “just plain citi- 
zen” like to boost bottle return cam- 
paigns, especially if they are for 
worthwhile causes. This is evident in 
two campaigns recently conducted, 
one in Ottawa, Kansas, and the other 
in Cumberland, Maryland. 


City officials in Ottawa, Kansas, 
made it possible for the start of the 
Lions Club bottle drive to be signalled 
by the blast of the whistle atop the 
Ottawa water and light plant. Member 
Lions then covered the town with 
trucks to pick up soft drink bottles. 
|Ottawans were glad to cooperate in 
this effort to provide funds for send- 
ing the club’s 40 piece band to the 
convention of Lions International in 
New York City. 














The people in Cumberland, Mary- 
land, supported a bottle pickup cam- 
paign sponsored by the Allegheny 








County Beverage Association for the 
benefit of Scout troops and Cub packs 
of Cumberland District, Potomac 





50 VALVE MEYER DUMORE 
FILLER AND 10 HEAD CROWNER 
Capacity: 260 12 oz. B.P.M. 
, a MEYER DUMORE DEAREATOR 


Eliminates tendency to foam — plus Council. The council executive, prais- 


retention of higher Co2 content in 


ing the citizens’ response, stated that 
mixture. 


15 or 20 people called the Scout office 
and offered to give them bottles which 
have collected in their homes. This 
was in addition to the large number 
of bottles collected by the Scouts in 
their door-to-door canvas. 


The various bottling companies be- 
longing to the beverage association 
sent trucks to the collection points set 
up by the Scout Troops and Cub Packs, 
collected the bottles and gave slips to 
the troop and packs, crediting them 
with the number of bottles collected. 


The companies then in turn sent 
checks to the various troops and packs, 





MEYER DUMORE SYN-CRO-METER paying the boys at the rate of two 


Automatically delivers syrup and water 
at @ constant pre-determined propor- 
tion of mix. Extremely accurate and 
positive operation. 





cents for each regular size soft drink 
bottle and five cents for the large, 


quart-size bottles. 


WORLD TANDEM LABELER (3 Unit) 
Available in a combination of one, 
two, three, four, five or more label- 


ing units . . . at any rate of pro- 
duction from 75 to 350 B.P.M. 
















PHILAOELPHIA 
NOVEMBER 15-18 





















GEO. J. MEYER MANUFACTURING CO. : 


CUDAHY, WISCONSIN, JU. S. A. 











. .. INDUSTRY'S 
MOST RELIABLE 
ELECTRONIC COUNTER 


Model D1 


Model D2144 
Double Decitron with 12 place tubes, 
counts gross lots as one unit on ftotalizer. 





Model P4W 
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Counts up to 20 units per second: 
Other models up to 5000 UPS. 





Model P2 
Counts in any desired total 1-100. 
Other models 1-1,000,000 


Desired counts by units 1-10,000 
and wired-in warning system, 


New, highly perfected Decitron elec- 
tronic counters cover every counting 
need ... from pills to case lots —in 
any quantity — at amazing speeds (up 
to 6000 units per second.) 

Preset counters afford desired total 
counts i.e. dozens, fiftys, gross lots, etc. 
Lineal footage counters totalize pro- 
duction of paper, cloth, etc. Warning 
systems and other circuits can be ener- 
gized by these counters if desired. 

Write today — we want your count- 
ing problem, 


ELECTRONIC PRODUCTS DIVISION 


POST MACHINERY COMPANY 


Beverly, Massachusetts 


Quench in Alaska 


Sitka, the oldest town in southeastern Alaska, 
and the former capital of the Territory, is one of 
the most beautiful harbors that can be found any- 
where. Tourists claim that it rivals Naples and 
Marseille. The population of Sitka is about 2000 
with 1500 people in Mt. Edgecumbe, across the 


channel. 
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DRESSING UP AN OLD PLANT 


A new aluminum siding and roof have helped spark the 
appearance of the Sitka Bottling Company plant in Sitka, 
Alaska. The company distributes Quench and Honeydew 
beverages in this southeastern Alaska territory. 





To meet the soft drink needs of the area, the 
Sitka Bottling Company was founded in 1948 and 
continues since its first organization as a one-man 
operation. The Quench and Honeydew beverage 
lines, franchised by the Quench Company of Seattle, 
have been permanently established in the communi- 
ty. Quench is a grapefruit base pulp drink and is 
especially popular either as a mixer or as a re- 
freshing drink. Most popular cocktail is the “Sitka- 
Cocktail’ which is a potent mixture of Russian 
Vodka and Quench. 

Everitt Calhoun is the manager of the Sitka 
Bottling Company. He was formerly a teacher and 
a reindeer superintendent in the Alaskan Arctic. 


Kirsch Awards No-Cal Franchise 
to Virginia Bottler 

Marking a further step in its national expansion 
program, Kirsch Beverages, Inc., of Brooklyn, N. Y.., 
awarded a bottling franchise for No-Cal, its sugar- 
free, non-fattening soft drink, to the High Rock 
Ginger Ale Co. of Norfolk, Va., according to a com- 
pany announcement. 

Morris Kirsch, president of Kirsch Beverages, 
said that this franchise-contract covers the Virginia 
tidewater area and includes the cities of Norfolk, 
Newport News and Williamsburg. 

The No-Cal franchise campaign was launched 
several months ago after the Kirsch organization 
was convinced of the demand ior sugar-free bever- 


ages throughout the nation. 
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“Compacting” the Canning Line 


White Rock, Denver, “loops" its 


production line to save space 


& xmene compactness, in a carbon- 
ated beverage canning line which is 
rated at 5,000 cases per day is fea- 
tured in the new one story plant of 
White Rock Beverage Company, which 
held its formal opening on August 4th 
in Denver, Colorado. 

The new canning organization is 
headed by Curt Freiberger, long-time 
Denver advertising executive, as pres- 
ident, and Larry Norton, veteran head 
of White Rock Bottling Company, in 
Manitou, Colorado as vice-president. 
Combining his talents with these two 
was Roy P. Dunn, for many years an 
installation engineer with Liquid Car- 
bonic Corporation, who elected to re- 








main with White Rock Beverage Com- 
pany as production supervisor, after 
engineering the new canning line in- 
stallation. 

The 12,000 square foot building, 
just north of Denver’s municipal air- 
port, is rectangular in shape, done 
throughout in bright pastel colors over 
concrete block, and connects directly 
with an industrial district spur of the 
Rock Island Railroad. Although origi- 
nal plans had called for construction 
of a plant “from the ground up” this 
building fitted so ideally into the pro- 
jected operating scheme that Frei- 
berger and Norton elected to lease it 
instead. In addition to three private 


Interior of the syrup room. Note custom made stainless steel tanks and tightly 
closing lids atop each. Scaffolding built around the two processing tanks nearest 
camera is temporary until steel ladder with casters is built. 
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A REAL 





FRANCHISE 


Bottlers everywhere 
are reporting that 


JUNE KOLA is going 


over the top. 


Yes, KOLA in quarts, 
but it must be a good 
kola and JUNE KOLA 
is the finest money 
can buy. 


Write today about 


JUNE KOLA in quarts, 


12 oz. and 7 oz. 
bottles. This is a real 
Franchise Drink. 


Send one dollar and 
receive one gallon of 


JUNE KOLA for trial. 


JUNE KOLA COMPANY 
779 Hazle Street, Wilkes-Barre, Pa. 





NOW in QUARTS / 




































ACME BEVERAGE CO., WILKES BARRE.PA. 












offices and reception room at the 
front the interior provides space for 
storage of eighty carloads of empty 
cans, delivered in six-can carry out 
cartons, the packaging line, the sep- 
arate syrup processing room, a repair 
shop, and tool room. 

The outstanding feature which im- 
mediately impresses itself on visitors 
is the extreme compactness of the line 
which occupies the right half of the 
building. It follows a “loop” design. 
Production begins with a case un- 
directly 


scrambler, opposite the 


freight dock, from which the empty 
cans move via conveyor to an overhead 
twin sterilization unit, utilizing live 
steam from a nearby 65 horsepower 
boiler for sterilization, and a high 
potential chlorine rinse. After rinsing, 
the cans move to the syruper, travel 


a short five feet to the filler, another 


five feet to the sealing machine, and 
in progressive steps, through the can 
drying machine, and an electronic 
“Hytafill” scanning machine which 
checks every can for quantity of con- 
tents, eliminating low fills automati- 


Why America’s leading bottlers 






ANCHOR 










ALKALI | 


A SOLVAY Special Cleanser 


Bottles gleam 
and glisten! 


See the results you get with ANCHOR 


ALKALI and compare it with your present alkali 
and you too will be convinced of ANCHOR ALKALI’S 
superiority! The product you’re now using prob- 
ably gives you clean, sterile bottles—but with 
ANCHOR ALKALI your bottles sparkle with crystal 
clearness! ANCHOR ALKALI gives you the absolute 
cleanliness you want—plus shining brightness .. . 


without specks . . 


. spots .. . or dulling film. Run a 


test and prove to yourself the advantages of using 
only ANCHOR ALKALI! 


Soda Ash «. Snowflake Crystals 
Potassium Carbonate | Calcium 


chloride, seaum dieromte SOLVAY PROCESS DIVISION 


Ammonium Bicarbonate . Caustic 
Potash Cleaning Compounds 
Sodium Nitrite Caustic Soda 





Ammonium Chioride « Chlorine 
Orthe-dichlorobenzene 
Para-dichlorobenzene 
Monochlorobenzene 
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ALLIED CHEMICAL & DYE CORPORATION 
61 Broadway, New York 6, N. Y. 
BRANCH SALES OFFICES 


Boston + Charlotte «+ Chicago + Cincinnati + Cleveland + Detroit + Houston 
New Orleans + New York + Philadelphia + Pittsburgh + St. Louls + Syracuse 





cally. From the Hytafill, after passing 
through two horizontal “mixers”, the 
cans are cased back into the six can 
carry out packages, by an automatic 
packing unit. 

The line was laid out entirely to 
Dunn’s specifications, and installed by 
Continental Can Company. In order 
to eliminate waste space and time, 
Dunn experimented with scale dum- 
mies of each machine, to install syr- 
uper, filler, sealing machine,.etc., in 
as close juxtaposition as _ possible, 
without interfering with disassembly, 
or standard cleaning and repair work. 
In order to maintain the six feet of 
cans on the conveyors down the final 
half of the line, in passing filled cans 
through the drying machine and elec- 
tronic checking device, it was neces- 
sary to introduce additional U shaped 
length in the conveyor line, maintain- 
ing sufficient can pressure, to pass the 
newly filled cans through the mixer. 


Highly unusual is the syrup proces- 
sing room, located between the head 
of the line, and the west wall of the 
building. Unsatisfied with the use of 
open top tanks, White Rock Beverage 
Company ordered four custom-made 
stainless steel tanks, two for syrup 
processing, two for storage, which are 
cquipped with tightly sealing, gasket- 
ed lids, for cleaning access. Live 
steam, through eight coils in each of 
the two processing tanks provides for 
syrup cooking, closely controlled 
within two or three degrees, over an 
ordinary operating day. “The Colorado 
State Health Department gave us an 
unusually enthusiastic commendation, 
upon the first inspection of the syrup 
room” Dunn pointed out, “by arrang- 
ing for tightly sealed closing of the 
tanks, and the use of water proof 
equipment throughout, we can hose 
down the entire room, for cleaning, 
without water logging, or any danger 
of getting water into the syrup.” 

Twelve employees staff the plant, 
which, incidentally, uses 
throughout, with two fork lift trucks 


assigned for in-plant distribution of 


pallets 


cans, and other heavy loads. 

Under the working agreement, the 
trucks of White Rock Bottling Com- 
pany of Manitou will handle distribu- 





tion, for an undefinca period, accord- 
ing to Frieberger. Sales, throughout 
the 11 Rocky Mountain states, are 
being set up on an individual food 
broker basis, including many who will 
be handling carbonated beverages for 
the first time. Appointed for Colorado 
has been Morris Brothers, serving 
food store outlets, and McKesson- 
Robbins, liquor store, and drug store 
accounts. 





Superintendent Roy P. Dunn adjusts the 
carton sealer machine at the end of the 
line. 








Cans pass through this G. E. Hytafill unit 
for X-ray checking of underfilling or over- 
filling, between the drying machine and 
the cartoner. This is one of the first appli- 
cations of the Hytafill to a carbonated 
beverage line. 





Full page newspaper ads, and a con- 
certed radio, television, and direct 
mail program have launched White 
Rock effectively, according to Frie- 
berger, who, logically. handled this 
aspect of the new entry into the can- 
ning field. Sales program will include 
three daily spots on four Denver TV 
stations, twenty-five radio spots, on 
six radio stations, each presaged by 
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direct mail and to all food wholesalers, 
inviting attention to the new canned 
White Rock beverages. Concurrently, 
500 and 1,000 line newspaper ads are 
scheduled for Colorado’s supporting 
major cities, of Pueblo and Colorado 
Springs. 


It is planned to maintain this com- 
prehensive advertising and sales pro- 
motion program throughout the year 
to stimulate consumer buying of the 
White Rock canned beverages. In ad- 





Shows the 21 foot “loop” installed on the 
conveyor line between filler and dryer 
machine. Extra length provides can pres- 
sure to insure movement through the twist 
shown, inverting cans for mixing in the 
can. 








Cartoning machine deposits 24 cans in 
the carton. One employe of the 13 who 
operate the line is stationed here to keep 
cartons rolling beneath the guide fingers. 





dition special merchandising cam- 
paigns are being prepared to reach 
food store outlets, liquor stores and 
drug stores as natural volume outlets 
for these canned beverages. 

With only one faulty can discovered 
in the first 80 hours of line produc- 
tion, Frieberger and Norton are con- 
gratulating themselves on what ap- 


pears to be a “bugless” line. 
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Sussex Ginger Ale Operates 
Extensive Business 

Sussex Ginger Ale Limited, with 
head office at Sussex, N. B. operates 
manufacturing plants at Sussex, Hali- 
fax, N. S., and Fredericton, N. B. The 
Fredericton plant began operation in 
February 1952, and during the sum- 
mer of 1953 was doubled in capacity. 
At all three locations both Golden and 
Pale Dry Ginger Ale are bottled as 
well as a complete line of flavors in- 
cluding Sussex Strawberry, which was 
introduced this past summer. 

This Company also owns and oper- 
ates distribution warehouses at Monc- 
ton and Saint John, N. B.; in addition 
to the covering of various other Mari- 
time points through jobbers. 


Soft Drink Plant Modernization 
to Cost $85,000 


One of the most modern soft drink 
plants in western Canada is currently 
in the stage of installation following 
renovation and modernization at the 
old Nanaimo Creamery property. 

The Island Bottling Ltd. has pur- 
chased the Coca-Cola franchise for all 
of the Vancouver Island north of Dun- 
can, and will spend $85,000 enlarging 
the plant and installing machinery. 

President of the new company is 
a. &. ©. 
Navigation Company, Vancouver. Pat 


Terry, owner of Northland 
N. Goode will be secretary, and E. M. 
Koster managing director. 


MacLean Beverages 
Opens New Plant 


MacLean Beverages’ new plant on 





OUR NEW CANADIAN 
OFFICE 


Harry Bernstein, N.B.G.’s vet- 
eran Canadian Representative, 
is now located in new offices at 
95 King Street East, Toronto, 
Ont. Phone: EM 8-4054. Mr. 
Bernstein will be glad to hear 
from his many friends in Can- 


ada at his new headquarters. 











* the Restville Road, New Glasgow, N.S.., 


was officially opened recently with free 


soft drinks, sandwiches and band 
music. 
The opening of the new plant 


marked a milestone for Mr. MacLean 
who entered the soft drink business on 
his own six years ago and soon out- 
grew his first plant requiring the 
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45 SUFFOLK STREET, 
NEW YORK 2, N. Y. 


Our 25th Bear of Progress 





rental of additional storage space. 
Ottawa Bottling Plant Fire 


According to a report, as a result 
of a recent fire, Stubby Beverages of 
Ottawa, suffered an equipment loss of 
approximately $50,000. It has been an- 
nounced the firm will resume opera- 
tions as soon as the building is rebuilt. 


these 3 
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flavors by 
SALIENT 
to the big 4th 
dee-luscious 
Nifty 
PINEAPPLE 


(1-16 concentrate with 
natural juices 
and artificial flavor) 





























Palletier Presented in New Bulletin 


The advantages of palletized handling are por- 
trayed in a 16-page bulletin, just released, on the 
Palletier Fork Truck. 

Specifications and dimensional drawings are pre- 
sented on the eight Palletier models, which have 
capacities of from 1000 to 8000 pounds, and are 
available in a range of lifting heights fo provide 
storage up to every high ceiling. 

The improved features of the Palletier are illus- 
trated in the bulletin. 
control, an efficient driving unit, 


These include: safe, efficient 
a powerful hy- 
draulic system, heavy duty steel frame, anti-kick 
safety features. 
Battery power is standard for the Palletier, but 


back steering and a number of 
the Ready-Power unit is also applicable and 
described in the bulletin. 


The new bulletin on the Barret Palletier will be 
mailed upon request by Barrett-Cravens Co., Cres- 
cent Truck Division, 4609 S. Western Blvd., Chi- 
cago 9, Il. 


Powermaster Data in Packaged 
Automatic Boiler Bulletin 


A new four-page folder just completed, describes 
Powermaster packaged automatic boilers in seven- 
teen sizes from 15 through 500 hp for steam process 
as well as steam and hot water heating service. The 
front cover of the bulletin describes the advantages 
of packaged automatic boilers contrasted with 
equipment of conventional design. Outstanding con- 
structional and operational advantages of Power- 
master—3-pass design, forced draft, automatic con- 
Write Orr & 
Morgantown Road, Reading, Penn- 


trols—are described and pictured. 
Sembower, Inc., 
sylvania, for a copy of the folder without obliga- 


tion. 


Electric Fork Truck Analyzed 
in Clark's New Brochure 

“Electri-Facts”’, new 16-page illustrated brochure 
offered by the Clark Equipment Co., 
thorough exploration of its electric fork truck line. 


presents a 


Construction features of the machine are interpreted 
A cut-away 


through the use of schematic drawings. 
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view of the double acting tilt cylinders explains their 
operation. Vital parts making up the integral drive 
units are pictured with an explanation of the opera- 
tion of the drive unit in response to the control 
circuit. 

“Electri-Facts” may be obtained by writing to the 
Clark Equipment Company, Industrial Truck Divi- 
sion, Battle Creek, Michigan. 


Offer Z-Metal Chain Bulletin 


A bulletin describing Rex Z-Metal Chain is now 
available from Chain Belt Co., Milwaukee 1, Wis- 
consin, manufacturers of sprocket chains and power 
transmission machinery, conveyors and _ process 
equipment. 

The new bulletin describes the user benefits of 
Rex Z-Metal Chain and supports the claims made 
for this special heat-treated, alloyed metal chain 
with laboratory test reports. A pictorial presenta- 
tion of the various types of Z-Metal Chain is in- 
cluded in the bulletin. 

For a copy of this new bulletin, write directly to 
the Chain Belt Co., Milwaukee 1, Wisconsin, and 
request Bulletin 53-56. 


Water Conditioning Data Book 
Available 


A new edition of the ever popular Permutit poc- 
ket-size Data Book No. 2478A, has been prepared 
by The Permutit Company, 330 West 42nd Street, 
New York 36, N. Y. This practical reference volume 
supersedes an earlier volume produced in 1952. 
Brought 


presents a compilation of 78 chapters and tables, 


up-to-date and completely revised, it 
all valuable to plant managers and engineers: Some 
of the subjects covered include: hydraulics, impuri- 
chemical conversions, specific gravi- 
ties, alkalinity relationships, etc. The gold-im- 
printed, leatherette volume, in the very handy 5 by 
74% inch size, information-packed 


ties in water, 


contains 108 
pages. 


Bulletin of Permutit Gravity Filters 

A comprehensive and well illustrated 24-page 
bulletin, Permutit Gravity Filters, No. 2539B, su- 
perseding a bulletin issued in 1952 has been pre- 
pared by The Permutit Company, New York 36, 
N. Y. Of interest to all engineers dealing with 
water problems, it shows a complete line of gravity 
manually operated, 
including oper- 


filters and filter accessories ... 
semi-automatic and automatic... 
ating tables, rate of flow controllers and gauges. 
Specifications, operating instructions and charac- 
teristics, outline dimensions and typical installa- 
tion photographs have been included in this new 


edition. 





Union Acid Proof 
Caramel Color 


GUARANTEED 
Brilliancy 

Uniformity 
Stability 









For full information write our Service Department 


UNION SALES CORPORATION 


Distributor for 


UNION STARCH & REFINING COMPANY 


COLUMBUS, IND. 








wherever you are... 


YOU'RE CLOSE TO 
BOND TAILOR-MADE 
CROWN SERVICE 
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National Wooden Box Association 


Pursues Market Studies and Research 
Projects 


Market development and research projects formed 
the major subjects discussed at the annual mid- 
summer meeting of the National Wooden Box As- 
sociation held in July at Sun Valley, Idaho.. Industry 
representatives were present from all major areas. 
Directors of the association, by formal action, went 
on record as endorsing the association’s present 
market development program and recommending ex- 
pansion of these activities when 1955 plans are 
formulated. 

In the opening address of the sessions, President 
Curt F. Setzer, Sacramento, Calif., urged that divi- 
sional associations, as well as the national organiza- 
tion, direct all efforts toward seeking increased 
volume for the industry. 

“T think our association is the most important 
tool we have with which to check the downward 
curve in business,” he said. ‘We have in our pos- 
session, in my opinion, the resources and the organi- 
zation to assist every manufacturer to improve his 
position.” 


GCMI Moving Offices in New York 

The Glass Container Manufacturers Institute, 
Inc., will move to new offices at 99 Park Avenue in 
New York about September 1, according to Victor 
L. Hall, GCMI’s general manager. 

Headquarters of the Institute, an association of 
78 manufacturers of glass containers, metal and 
moulded closures, and supply industries, have been 
located at 8 West 40th Street, New York, for the 
past six years. Branch offices are also maintained in 
Washington and San Francisco. 

The Institute’s new quarters comprise 7,600 
square feet on the fifth floor of the new 26-story 
aluminum-faced building on the east side of Park 
Avenue between 39th and 40th Streets. 


Rob Lee Cathy Deceased 

Funeral services for Rob Lee Cathy, 55, secre- 
tary-treasurer of the Norfolk Coca-Cola Bottling 
Works, Inc., who died August 13, were held in Nor- 
folk on August 15 at the Hollomon-Brown Funeral 
Home. 

In addition to his wife, Eloise Dey Cathy, he 
is survived by two sons, Stanley Robert Cathey and 
Roger Dey Cathey, both of Norfolk. 


C. F. Elmore Deceased 

C. F. Elmore, former sales manager of the Bev- 
erage Division of Brockway Glass Company, died 
at his home near Brockway, Penna. 

Dick, as he was known to his» many friends in 
the glass container and beverage industries, was 
manager of the Beverage Division of the Brockway 


Glass Company from 1938 to 1952. 
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New Cherry-Burrell High-Production Washer for Splits 





Cherry-Burrell’s new Model “SDC” Double-End 
Washer gives you the highest production per 
square inch of floor space ever offered . . . meets 
all ABCB recommendations for bottle cleaning. 


From top to bottom... inside and out... the 
Model “SDC” is designed to discharge cleaner 
splits, reduce bottle damage, save caustic, steam 
and electricity as well as maintenance time. 


For full information about the new Model 
“SDC” contact your local Cherry-Burrell Repre- 
sentative. 


See the new “‘SDC”’ at the 
International Soft Drink Exposition 
Philadelphia, November 15-18. 








"$DC” features you'll want to see 


Insulated Reservoir Tanks eliminate bulky out- 
side storage hoppers. 

Quick-Change Steam Coil simplifies inspection. 
Completely Automatic Loader cannot go out of 
time. 

Sloping Bottom Soak Tank—stronger, easier to 
clean. 

4-Compartment Wash Cycle for clean, caustic- 
free bottles. 

Gentle Gravity Discharge protects bottles. 
Exclusive Bottle Pocket reduces “scuffing.” 


Electric Safety Stops protect every bottle move- 
ment. 
Direct Connected Pumps. 








RRY-BURRELL CORPORATION 


427 W. Randolph Street, Chicago 6, Ill, 


Equipment and Supplies for Industrial and Food Processing 


FACTORIES, WAREHOUSES, BRANCHES, OFFICES 
OR DISTRIBUTORS AT YOUR SERVICE IN 56 CITIES 
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CLASSIFIED SPECIAL 
ADVERTISING [i ANNOUNCEMENTS 
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STILL THE LEADER AFTER 25 YEARS 


Write for free samples and information 


CITRUS JUICE & FLAVOR CO., LTD. 


ORANGE, CALIFORNIA— Where the lemons GROW — Brown Manufacturing Co., Inc. 
HOW IT WORKS NEWPORT NEWS, VA. 


Prevent danger to . 
You Can’t Buy a Better Concentrate’ Than 


MarBert CoLa® & 
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the public 
Have long life. 























Chas. 5 >  SACOBOWITE Corp 


7 | \ ae me AMHWILR 


Meet us in 


PHILADELPHIA! 


We'll all be in 
BOOTH 316 


at the A.B.C.B.—Nov. 15-18 


Arnold Jacobowitz, Pres. 
Maurice Osterman, Sales Mgr. 
Samuel Greenberg, Field Mgr. 
Carles F. Quellos, Supt. 


Seruing re merican Vudustry ger over FO Years 











1300 N. FRONT ST. 


WHAT YOU NEED FOR 
BETTER CASE REPAIRS! 


e BEVERAGE CASE NAILS: 


1¥2" LONG—12 GAUGE WIRE 


OVAL HEAD—BARRED BODY from head 
to center. 


CEMENT COATED (Cement coating adds to 
holding power in both new and old wood 
and provides additional protection against 


corrosion.) 
WILL NOT BREAK IF BENT 


PACKED IN 100 POUNDS KEGS. Or, 25 and 


50 pound cartons. 


© BOX STRAPPING 


BRING YOUR BOXES BACK ALIVE! 


Reinforce your old and weak beverage 
cases with galvanized Rolled-Edge Box 
Strapping 5/8" wide; in rolls from 60 to 
80 pounds. 


"ONE-WAY" BOX NAILS 
Once in the wood, they're there for good. 
Made up of annular barbs which give them 
the holding of wood screws. 
They increase life two to three times. 
Cannot work up or pop out. 


They cost a little more than ordinary nails, 
but they eliminate renailing expense. 


Oval head—12 gauge wire—1-1/2" long. 


Write for samples and prices. 


S. ERVIN DIEHL, JR. 
PHILA. 22, PA. 








October, 1954 





CLASSIFIED 
ADVERTISING 






FOR SALE.- -One of the most complete box 
factories in the South in a large town with plenty 
of labor; all electric with modern machinery in 
cluding a planing mill, cut up shop and complete 
line for making bottle boxes and two lines for 
ammunition boxes; will sell machinery and lease 
buildings and land or sell all machinery; large 
lumber yard available if wanted; machinery all 
electric and the buildings heated ; for any additional 
information, write or phone 9-3396 or 5-0729; 


STABLE WOOD PRODUCTS. INC.. P.O. Box 
3206, Mallory Sta.; Memphis, Tenn. ae 

FOR SALE.—4 beverage trucks, Ford, 198, 
cab-over engine, capacity 160 quart cases inside. 
140 cases on roof; removable doors; price $1,250 
cashe CANADA DRY BOTTLING CO., 815 
Central Avenue, Albany, N. Y.—9.-3. 


FOR SALE.—One Star Liquid DeLuxe 250 
g.p-h. carbonator almost new.—_JACOB ADAMO, 
INC., 81-88 Prospect St., Stapleton, N. Y.—10.-2. 





FOR SALE.—1 4 compartment 12-wide Meyer 
washer in good operating condition; 1 40 spout 
Liquid filler; both of these units ran steadily, until 
December 3lst at which time they were taken out 
for a larger equipment installation; GOLDEN 
AGE BEVERAGE CO., 600 E. Exchange St., 
Akron, Ohio.—1.-tf. 


FOR SALE.—Kol-Flo syrup cooler, serial no 
5101; temp. in S8O0—temp. out 50, Freon charge 
12 lbs... capacity 30 gph; hp. 1 volts 220, phase 1, 
cycle 60, almost new; MICE - - EQU iP _ NT 
CORP., 2088 Bergen St., Br klyn 33, Y 


10.-1 


FOR SALE.—24 mixing 
pressure filler, split to quart tubes; 1 24 spout 
Red Diamond filler: 6 Kuhns beverage beds; write 
for price; PEPSI-COLA BOTTLING CO., Route 
25, North, Wapakoneta, Ohio. 10.-1 


tubes for Liquid low 


FOR SALE Dixie model C aute 
in excellent condition; World 
belers, reconditioned; International and Filpaco 
dise filter water polishers, reconditioned ; Adriance 
duplex crowner, reconditioned; Lomax No. 50 
syrup maker, in good condition; write or call re 
garding these unusual values; phone Calumet 5 
8900; FILPACO INDUSTRIES. INC 2420 
South Michigan Ave., Chicago 16, IIl.—10.-1 


ymatic filler 
semi-automatic la 


FOR SALE.—One 1946 405 Red Diamond uni 
versal washer for quarts; one 1941 twelve spout 
Liquid Red Diamond filler for quarts, pints and 
splits; serial no. 2362; good condition: one veg 
0) gallon stainless steel life magic carbonato 
serial no. 570226; over-hauled in the winter of 
19538; very good condition; one 1946 Evans heater: 
very good condition; for further information con 
tact JOHN KOLLAR, «¢ THE KIST BOT 


rLING CoO., 
Ohio 10.-1 


8101 Woodland Avenue, Cl 


leveland, 


FOR SALE Meyer-Dumore, 8-wide, 3 con 
partment splits to quarts washer; new 1938 
may be seen in eration until November when 
it will be replaced with larger equipment: price 
$2,000; SCRANTON NEHI BOTTLING CO 


1002 N. Washington Ave., Scranton, Penn 10.-1 

FOR SALE.—Beverage trucks, in good running 
condition, witl Herman deck bodies, 156 to 240 
case bodies, for quick sale; write or wire PE PSI 
COLA BOTTLING CO., 1030 E New Yor 


street Ind d 10.-1 


ianapolis, Ir 


FOR SALE.—5,000 wooden cases for 6 half 
gallon bottles, 3,000 wooden cases for 12/32 oz 
steinie bottles for sale; make an offer; write. 
BOX # W. Y. 934.—7.-3 

FOR SALE.—Lamson case cleaner, also Stand 
ard Knapp, full automatic 300 bpm, ix lane 
packer; both in good condition; no reasonable 
offer refused; COCA-( ‘OLA BOTG CO., 2540 
West Pennway, Kansas City, Mo 8.-3 











CLASSIFIED 
ADVERTISING 


FOR SALE.—Sales managers, managers here is 


a chance to get ahead and own your own plant; 

one of top franchises, complete line; population 
170,000 in Louisiana; good trucks and equipment, 
sales 200,000 and increasing ; you can purchase this 
plant for a small down payment and balance over 
a long period—BOX X.K. 946,—9.-3. 


FOR SALE. Account other interests; plant 
with four good franchises and wonderful potential ; 
central west; five trucks, plenty bottles and cases. 

BOX X.L. 947.—9.-1. 


9.-2 
FOR SALE.——Jumbo 7 head crowner, model E 
PERRY EQUIPMENT CORP., 1419 N. 6th 


St., Phila., 22, Pa.—9.-t.f 








HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED.—Salesmen wanted; old es- 
tablished flavor house wants men; will consider 
side line or full time.—S. F., BOX 809.—7.-tf. 





HELP WANTED.—Representative now calling 
on bottling plants to sell Root Beer extract; 
proven demand. BOX No. X.C. 938.—9.-t.f 


HELP WANTED.—Representative now calling 
on bottling plants to sell Root Beer extract ; proven 
demand; write; BOX No. X. C. 938.—8.-1 


HELP WANTED.—Due to recent reorganiza 
tion have openings for top flight sales representa 
tives in exclusive territories; applicants must have 


successful allied line; write fully to INTER 
NATIONAI FILLING MACHINE CORP., 
Petersburg, Va 10.-1 

HELP WANTED.—Openings for experienced 


franchise representatives; established bottlers need 
proper servicing; exceptional opportunity for right 
man; expansion of parent company requires larger 


write BOX No. X. N. 959 10 


sales force; 


HELP WANTED. Flavor chemist, 
in preparation research and development 
including Chocolate products; position 


experienced 
of flavors 
includes 


juality control and formulation of all products; 
BOX No. X. O. 950 10.-1 

HELP WANTED.—A manager with sufficient 
capital to take over one of the oldest and largest 
beverage manufacturer in the state; BOX No 
X. Q. 952.—10 

HELP WANTED. Old established concern 
has opening for sales manager with successful 
record in opéning and handling franchised bot 
tlers; state age, experience and approximate a] 
ary all applications held confidential BOX N 
X. R. 953 10.-3 

HELP WANTED Territory Salesmen cover 
ing sections U. S. A. to handle items used by all 
bottlers; desire men already contacting soft drink 
industry; write: U NION PRODUCTS CO., 45 
jorth Ave., Garwood, N. J 4.1. 


HELP WANTED.—Experienced sales 


who can and will work with 


manager 
men to get sales 


results ; old established plant in lowa with 400,000 
to 500,000 cases per year; furnish background and 
reference in first letter; all inquiries kept confi 

dential; BOX No. X. D. 939.—8.-1 
HELP WANTED Salesmen to sell as a side 
line nationally known Wellington Club soda solu 
tion or crystals, the only products entiched with 
the famous Zipmaster, the CO2, neutralizer; your 
territory may be open: write BOTTLERS’ AS 
36 Burrington St., Providence 


SOCIATES, INC 
7, R. I.—8.-1 





Headquarters For 
Bottlers’ Equipment 








AIDMON 











GBoTTLERS' 


TRADING 
PosT 











16-wide 5 comp. MEYER-DUMORE 
Available for inspection at our N. Y. C. 
warehouse. 


Exceptional Equipment offerings: 


© 12 Wide Ot. Heil Washer, 1947 

© 12 Wide Ot. Meyer-Dumore Washer 
®@ 24-Spout Liquid Filler, 1947 

® Dixie Automatic Filler 

@ 250,500 gallon Cem Saturators. 





equipment. Check with us for immediate 





CAN LINE EQUIPMENT: 


50-Spout Meyer flat-top filler 


34-Spout Meyer H.P. cone-top can filler, 
for 12 oz. and 32 oz. cans, complete with 
CC&S Jumbo E Crowner 


CC&S Unscrambler, rinser, and can 
conveyor 
Continental Can Weigher. 


Large stock of stainless steel syrup room 


inspection and quotations on the above. 








BOTTLE OFFERINGS: 


10M cases 29 oz. flint and green c.d. shape 


1M gross 8 oz. plain flint select bottles, 
8-1/2" tall 


5M cases attractive 8 oz. sodas. 


Plan NOW fo discuss your requirements 
with us at the NATIONAL CONVENTION! 













AIDMON 


BOTTLE & SUPPLY CO., INC. 


7615 Third Ave., Brooklyn 9, N. Y. 
BEachview 8-3450 
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WORK WANTED 


Situati — Sal . Bottlers, Foremen, Helpers 








POSITION WANTED.—Have unique sales ex- 
perience to offer to growing franchise company, 
including can and bottle sales, franchising, dis- 
tribution, promotion; have owned and operated 
plant of my own, am familiar with bottlers on 
eastern seaboard and with all phases of producing 
and marketing soft drinks; can start immediately 
for reputable firrm.—BOX W. G. 917.—46.-t.f. 





POSITION WANTED.—Young man, unusual 
background with bottling experience desires posi- 
tion and agreement with established national fran- 
chise plant to learn business and territory to. 
eventually purchase fully or have controlling in- 
terest; prefer east or south but will consider any 
aggressive location. BOX No. W. K. 921.—7.-3. 





POSITION WANTED.—General or sales man- 
ager; have 25 years experience in the bottling 
business; 15 years as sales manager, 10 years as 
general manager; would also consider position 
with a supplier to the beverage industry; write; 


BOX No. X. B. 987.—8.-2. 


POSITION WANTED.—Sales manager, mana- 
ger or beverage base salesman; 25 years experience 
as sales manager, manager ,top cola franchises 
and Nesbitt Orange; excellent methods of mer- 
chandising; $5,000.00 up; BOX No. X. F. 941. 

8.-1. 


As plant superintend- 
12 years ex 


POSITION WANTED.- 
ent in a large bottling plant; over 
perience in Cem system of bottling ; also experi- 
enced in Meyer Pie-Mix, electric eyes, Standard 
Knapp packers; will locate anywhere; write; 
WILLIAM D. WARD, 605 W. Maryland St., 
Evansville, Indiana.—8.-1 


POSITION WANTED. General manager, 
sales manager; several years experience; parent 
and franchise; good knowledge of large vending 
operations; will consider parent company or sup 
pliers representative; now in east; BOX No. X. U. 
956 10.-1 


Experienced sales 
20) years 


POSITION WANTED. 


executive of proven ability; armed with 
experience national brewery and soft drink fran 
chise company with whom presently employed; 
equipped for training bottler personnel in produc 
tion, distribution, advertising, 


merchandising and 


BOX No. X. V. 957.—10.-1 


management ; 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


WANTED TO BUY. Two used steel truck 
bodies, 4 wide, 5 high, 10 sections long, 84 inch 
C.A. with hinged side doors; specialty bodies pre 
ferred. SEVEN-UP BOTG. CO., 2826 Eoff St., 
Wheeling, W. Va.-—-9.-1. 


WANTED TO BUY.—Two or up to a thousand 
gallon syrup tanks and a fully automatic labeler. 
COHASSET BEVERAGE CoO., 116 N. Meridian 
Rd., Youngstown, Ohio.—9.-1. 


WANTED TO BUY. Late Model Meyer soak 


er, 8 to 12 wide, 7 oz. capacity; 20 to 28 spout 
Sims filler; Evans heater or machinery equivalent 
to above; 500 to 1,000 gallon saturator; 200 gallon 
stainless syrup tanks; must be very low priced, 
in good mechanical condition and within 500 miles. 


SEVEN-UP BOTTLING CO., P. O. BOX 941, 


Florence, South Carolina.—9.-1 


WANTED TO BUY.—Used in coin-operated 
bottle vendors; please state make, model, condi- 
tion, best price i. first letter; UNEEDA, 250 
Meserole St., Brooklyn, N. Y.—10.-1 


WANTED TO BUY.—C 


bottling unit; late model desired; 


»ymplete 50 or 40 spout 
PEPSI-COLA 


BOTTLING CO., 2030 W Washington St., 
Petersburg, Va 10.-1,. 

WANTED TO BUY.—Machinery wanted; con 
plete Meyers premix 24 or 32 spout line or will 
consider complete 40 spout Liquid bottling ilne; 
also would consider good buy in individual bot 
tling equipment; A. A. HARTMAN, P.O. Box 


218, Knoxville, Tenn 10.-1 








SPECIAL 


ANNOUNCEMENTS 








FOR SALE 


CEMCO 50 Spout Beer Filler 

ERMOLD 8-Wide Labeler 

ERMOLD 6-Wide Labeler 

OSLUND automatic Duplex Rotary La- 
beler, unused since it was rebuilt in 
1948. Feeds right to lefz. Now set up 
for body label on 12 oz. bottles. 
LIQUID Quart Washer, 16-Wide, double 
end. 


PERRY EQUIPMENT CORP. 


1419 N. 6th Street Philadelphia 22, Pa. 




















WE WANT TO BUY 


Surplus Bottles, Boxes, Partitions. 


WE HAVE SURPLUS FOR SALE 


Contact us for Samples & Prices. 


PENN BOTTLE & SUPPLY CO. 


5619 Cherry Street Phila. 39, Pa. 











WE BUY—SELL & EXCHANGE 
BOTTLES .. . CASES 


Any type... . large & small Quantities. "An 
exchange can be arranged"—contact 
S. M. AIDMAN, Sales Mgr. 


STATE BOTTLE COMPANY 


2722 E. 51st St. Cleveland 4, Ohio 
HEnderson 1-7177 








ALWAYS BUYING 


Soda Water Tanks —biock Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








BOTTLE SPECIALS! 


20,000 cases Plain flint 12 ounce cap. Miller Hi Life 

shape bottles. 10'/2 ounce wight and packed 
24 to a paper fibr= board carton. 

4,000 cases Plain flint 12 ounce cap. export beer 
shape botties. 12 ounce weight packed 24 to 
@ paper fibre board carton. 

15,000 cases plain amber 7 ounce cap. steinie shape 
bottles. 10 ounce weight packed 24 to a paper 
fibre board carton. 

1,250 gr. 62 ounce emerald green beverage bottles 
small initial on neck packed in paper crate 
service cartons. 


The above bottles are priced very reasonable. 
Samples on request. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave., Cincinnati 14, Ohio 
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THE LAST WORD 
ot we vk tk th we we x 


7 ALKING about soft drink prices is nothing 
new for this publication, which has been harp- 
ing on the subject ever since it was realized that 
pre-war prices just don’t dovetail with post-war 
costs. We’ve published many articles and edi- 
torials on the need for adequate prices for soft 
drinks, and for relinquishing of the now outdated 
traditions on which the 50-year-old prices of 
beverages were once based. One thing which 
has always bothered the bottler, individually and 
collectively, when he was considering a price 
increase, was the effect on his sales. We guess 
we've told the same story a hundred times in the 
last seven years—raise the price and you find 
you lose volume initially, then it jumps back and 
over the old mark. But we like stories with happy 
endings and are glad to relate the experiences of 
the bottlers in Tallahassee, Fla.—all of them. 
They increased prices individually, but all before 
the summer season. All suffered a decrease in 
volume in June, most an increase in July and all 
a further increase in August. Decreases ran as 
much as 10%, the increases up to 17%. Tag on 
this the shot-in-the-arm of better profits, and you 
have all the arguments against a price increase 


stopped cold. 


“Confidence in recovery is now widespread and 
seems to be justified by existing conditions.” 
So reads a statement issued by a prominent 
management engineering firm. 

The statement is based on the record of three- 
quarters of moderate decline in business activity 
which came to a halt in the second quarter of 
this year. Gross national product in that quarter, 
at an annual rate, was estimated as being $200 
million above the $355.8 billion of the first quar- 
ter. That was $14 billion, or 4% below the peak 
reached in the 1953 second quarter, but it was 
9.9 billion above the 1952 average. 

The nation’s economy remained stable in July 
and August. The serious depression that was 
predicted by many people apparently has been 
avoided. Existing conditions do not indicate a 
sharp upturn this year, but probably a slight 
rise in production during the fourth quarter. We 
have evidence that consumption is somewhat 
above the level of output. 

It’s a good if not bright picture, and puts a 
solid base under future planning. 


raw material 


no water... 
lower 
shipping 
costs! 











no water... 
reduced 


costs! 








there is no water in 


@ Because there is no water of crystalliza- 
tion in Pfizer Citric Acid U.S.P. Anhydrous, 


you save the freight costs on 8'2 pounds for 


each 100 pounds of Citric Acid U.S.P. Hydrous 
you have been using. 

The absence of water in the anhydrous prod- 
uct brings an even more important benefit... 
uniform composition. Your basic formula will 
remain constant. You need not worry about 








no water... 
more 
uniform 
composition! 


PFIZER CITRIC ACID U.S.P. ANHYDROUS 


uneven acidity in the finished product. 

You can cut raw material costs with Pfizer 
Citric Acid U.S.P. Anhydrous. You save more 
than 3%4¢ per pound on an actual acid basis. 

If you are not already using Pfizer Citric 
Acid U.S.P. Anhydrous, investigate it today. 
Write for bulletin F-990, a handy pamphlet 
showing simple calculations for changing over 
to this money-saving product. 


Other Pfizer Products for the Bottling Industry: Sodium Benzoate, Tartaric Acid, Caffeine, Vitamins 


CHAS. PFIZER & CO., INC. 


CHEMICAL SALES DIVISION 
630 Flushing Ave., Brooklyn 6, N. Y. 


Branch Offices: Chicago, IIl.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga. 


Manufacturing Chemists for Over 100 Years 

















- «BUT DON’T stip uP ON JACKSON, MICHIGAN 


AS A FINE SOURCE FOR: - 


ROOT BEER 


Look them all over... brand by brand... but when the final showdown 


comes... bet your choice will be made from the better few . . . including 
some from... 


foole « Jenks 


JACKSON, MICHIGAN 











